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Swing On 
STANLEY HINGES 


The Stanley Works , New Britain, Conn. 



































HARDWARE AGE 






— every one distributed 
means possible sales for 


you. 


Already hundreds of tool users in your 
locality have requested a copy of the 
new Greenfield catalog as offered in our 
advertising now appearing in leading 
industrial trade papers and also in Pop- 
ular Science Monthly. Each catalog will 
be used as a guide book for small tool 
purchases—the business going to stores 
whose customers are reminded of their 


needs by Greenfield display material. 


To assist you in obtaining your share 





of this increasing, profitable business, 


we will be glad to send you additional 


Free handsome 
metal display for 
sample catalog. 


New York: 15 Warren St. 
Chicago: 13 So. Clinton St. 


Detroit: 228 Congress St., W. DW GREENFIELD. 








ass atter Mz 22 913, at the Post Office at New York, under the Act of March 3, 
class matter May i 3, a v¢ ri € gn Sg Pigg gl ge 


for APRIL 11, 


Siesta Vertaal 
CORPORATION 


1879. 


1929 





Heres the SMALL loot CATALOG 
EVERYONE S Talking About/ 


copies of the new Greenfield catalog for 
store distribution. We will also include 
on request a handsome practical metal 
display for your counter, in which can 


be inserted a sample copy of the catalog. 


Another aid to sales is the Greenfield 
display cabinet—beautifully built—stur- 
dily put together and finished in walnut 
to match your store fittings. Ample 
space is provided for your counter 
stock of taps, dies, twist drills and ream- 
ers. Initial stock is scientifically dis- 
tributed among best sellers, based on 


thorough analysis of retail sales. 


Write today for complete details on how 
to obtain a Greenfield Display Cabinet 
free—together with other Greenfield dis- 


play material. 
Canadian Plant: 


MASS... U.S.A. 





Tap 1B ishe ek » GE PUBLISHING CO., 239 West 39th Street, New York, N. Y.. U. S. A. Entered as 
HARDWARE AGE, published weekly by the IRON AGE I 4 (Printed in U. 8S. A.) $3.00 per year. Single copies 


Greenfield Tap & Die Corp. 
of Canada, Ltd., Galt, Ontario 
A. April 11, 1929 
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Clerks and Salesmen 






RYIHERE’S one authority who says 
RY there are about 100,000 retail hard- 
Wi ware clerks in this country. Think 
of it! And it is upon these men—and 
women !—that you largely depend (and Corbin 
largely depends) for business success. Why, 
they’re not clerks—they’re salesmen. 


That’s especially true of the folks in hard- 
ware stores. Outside a few staples and maybe 
some sale specials most of the real purchases 
made in hardware stores are made through 


the builders’ hardware end of the business or 
will a “clerk”, a salesman just naturally take 
it out of his hands through interest, enthusiasm 
and work? No matter which way it goes it’s 
bound to have good results for then there’ll be 
a real builders’ hardware department—there 
will be a smart salesman to go outside on 
selling jobs where there’s big, profitable con- 
tract business to be had, who’ll make that 
department hum because it’s 47s department, 
an honest-to-goodness builders’ hardware de- 
partment and not just run- 





honest sales effort. A man 
may say “Let me have so- 


of-store merchandise wait- 





many such-and-such size 
wood screws” and all that’s 
needed is to dish ’em up, 
wrap them,-and take the 
money. But who ever says 
“Wrap me upalawn mower” 
or “Send down a washing 
machine”? The answer is— 
nobody. Someone in your 
store sells those items. 





Now that’s particularly 
true of builders’ hardware. 
It’s got to be sold—it isn’t 
just bought. And the fellow 
that sells it has got to be a 
salesman and he’s got to 
know more about the tech- 
nical side of the product 
than most salesmen know 
about theirs. 


Builders’ hardware is a profitable line—a 
very profitable line—in the store that really 
sells it. But there must be one, maybe two, 
maybe more, salesmen who know the technical 
side of the builders’ hardware business. Just 
as long as the boss is the only one qualified for 
the job it means he’s tied down to it—can’t 
get in much outside selling, can’t enjoy the 
fruits of all his years of experience and effort 
as he should. Will he pick out a man to run 


Good Buildings Deserve Good Hardware 


ing for someone to buy it. 





If you want to put in a 
real builders’ hardware de- 
partment, if your salesman 
really wants to learn about 
the intricacies of the build- 
ers’ hardware business, 
there’s help right at hand— 
aid in planning the depart- 
ment, how to take hard- 
ware requirements off plans, 
how to make estimates, defi- 
nite technical information 
out of years of experience. 
Corbin has it for you—just 
as true and reliable as Good 
Hardware—Corbin. 


Corbin has everything 
needed to help you run a 
builders’ hardware depart- 
ment—experience of others, 
technical information,.promotional matter, 
signs, letterheads, and merchandise—complete 
merchandise. Corbin makes every item needed 
for any building’s hardware trim and makes 
each in a variety of styles and designs. The 
whole “works’’can be secured from Corbin with 
the exception of just one thing—man-power, 
salesmanship. That’s up to you. 


Who’s going to be in charge of the builders’ 
hardware department—a clerk or a salesman? 


P. & F_CORBIN % nana 
» * 1849 =CONNECTICUT 


The American Hardware Corporation, Successor 


New York Chicago 





Philadelphia 
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mtsells 


because it’s better 
— for every purpose 


ACH year more and more Dealers sell 

U. S.Poultry Fence exclusively. For, it alone 

fulfills every requirement and meets every 
demand of their trade. 


It enables them to reduce inventories .... gives 
them a quicker turnover... . increases sales and 
profits .... discourages price competition. 


U.S. Poultry Fence is continually outselling all other 
netting for every purpose. Its superior design and 
straight-line construction make it in universal de- 
mand for poultry parks, tennis courts, stucco rein- 
forcing, cages, kennels, trellises, cribs, machinery 
guards, play-grounds, gardens, stock rooms, and 
the score or more other uses to which it may be put. 

U. S. Poultry Fence is sold ONLY through the regular whole- 

sale and retail trade. If you are not familiar with U. S. Poul- 


try Fence, write today for a miniature sample roll. Please 


address, Dept. HA, 


Indiana Steel & Wire Company 


Muncie, # ndiana 


{a Re nd Cal 
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BUILD UP GOOD-WILL WITH 
DISSTON CABINET SCRAPERS 


Cabinet scrapers 
are important to the 
men who use them. 
They come back for 
more when you sell 
them Disston Scrap- 
ers, made of Disston 
Saw Steel. 

Disston No. 120 
Acme Cabinet Scrap- 
ers have won a won- 
derful reputation 
among floorlayers, 
cabinet makers, and 
carpenters. These 
are the highest tem- 
pered cabinet scrap- 
ers made, fully meet- 
ing the users’ de- 
mands for scrapers 
that will stand up on the hardest 
floors. 

Bright finish, dressed edges. 
Each scraper in glassine envelope 
on which is printed size and 
gauge. Packed one dozen in box. 

Every retailer needs these sizes: 


For Use in Scraper Planes 
274x5” 27%x6" 18-Gauge 
For Plane and Hand Use 
2144x5” 3x5” 3x6” 19-Gauge 

Disston Acme Cabinet Scrapers 
are made in all standard sizes, 18, 
19, or 20 gauge, 19 gauge being 
standard. Also made in 21, 23, or 
26 gauge in these sizes: 
2144x5" 21%4x6" 3x5” 3x6" 

Specify “Disston” when you or- 
der cabinet scrapers. It will pay 
you. In addition to Disston 








Scrapers, you will want Disston 
Cabinet Burnishers—the standard 
make, preferred by mechanics. 





DISSTON CABINET BURNISHERS 





Made of steel of sufficient hard- 
ness to turn edge of scraper with- 
out grooving burnisher. Oval 
shape is easy to hold and gives 
sufficient leverage to facilitate up- 
setting edge. Blade fastened in 
hardwood handle, with metal fer- 
rule for added strength. 


Standard shapes and sizes: No. 
0, Oval, heavy, 6” long; No. 1, 
Oval, light, 444” long. Order 
Disston Burnishers from your 
jobber. 





HERE’S A BETTER WAY TO SELL SAW FILES 





An Effective File Display Case 


Put on your counter the attrac- 
tive Disston File Display Case 
shown here. It is all metal, richly 
colored, gives a real “selling talk,” 
and works every day without 
wages. 

You get this display case free 
with your order for only six 
dozen of the new Disston special 
Extra-Slim Blunt Saw Files in the 
fastest selling sizes: 

1% dozen 5-inch 3dozen6-inch 
2 dozen 514-inch 1% dozen 7-inch 

Stock is kept in back of case. 

Order the Disston Saw File 
Display Unit from your jobber. 





SALES POINTERS ON 
NEW DISSTON 
HAND SAWS 


In Disston advertising in the 
magazines, we are telling saw 
users why they should buy the 
new Disston Hand Saws. 


In your own selling across the 
counter, you and your salesmen 
can make effective use of these 
selling points: 

“The Saw Most Carpenters Use now 


comes to you in entirely new models, 
improved in every feature. 


“These new Disston Hand Saws will 
run with less set... cut faster... 
cut easier . . . stay sharp longer, than 
any other hand saws ever made. 


“They have better clearance, better 
balance, better steel, better temper, and 
will give you better service. 


“They are lighter, with blades thin- 
ner, yet stiff, always the goal of saw 
makers, first achieved by Disston. Now 
made possible only by Disston Steel. 

“And you know this: the thinner a 
blade is, if it is stiff, the better it cuts, 
and the easier it is to use. 

“Never until now could you get 
blades so thin, so stiff, so light, to cut 
fast and run true. 

“Handles of new design, with larger 
handholes, for a more comfortable grip, 
give perfect balance and new ease in 
using. These handles have a new and 
finer finish, weatherproofed to prevent 
warping. 

“There is no strain on the wrist, no 
drag on the arm. Every blade ‘follows 
through’ as never a hand saw could 
before. 

“Whatever style of saw you want, 
you will find it in the entirely new line 
of Disston Hand Saws at your hard- 
ware store.” 


There are eight Regular Pat- 
tern (standard width) and seven 
Lightweight (Ship pattern) Saws 
in the new Disston Line. 





“The Saw Most Carpenters Use” 


Published by HENRY DISSTON & SONS, INC., Makers of ‘The Saw Most Carpenters Use,”” PHILADELPHIA, U.S. A. Canadian Factory, Toronto 
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THE above is more than an eye-catching 

hrase. It is the bed-rock foundation 

of the retail hardware business. From 

the beginning, «More Than ‘Price-tag’ 

Value” is trained into the hardware 

It is the basis of all dealings with 





man. 


Statement and 
Pledge 


chain stores and 


We want every Plumb tool 
user to buy only the tools 


that will give him the most 
tlay. 






satisfaction for the least ou 
Our experience shows that such satis- 
faction and saving can best be delivered 
to the user of tools by the independent 
retail hardware merchant, who is sup- 
plied through the hardware wholesaler. 
























There is a right tool for every job. 
Plumb Hammers, Hatchets, Files, 
Sledges and Axes are made in many 
styles and sizes, grades and finishes,— 
so that a suitable tool, saving cost, sav- 
ing time and labor, 
work you have to do. 

The hardware merchant is a specialist 





The Hardware Store Slogan 
More Than Price-tag Value” 


Read 
Mr. Plumb’ Read this statement by Fayette R. Plumb 
Ss PLUMB does not sell Plumb 


Tools or any other tools to 







may be had for the 


PLUM 


DOUBLE LIFE 


this public 


stand....squarely fe 
Ty 
iitemiPbisthicins SR nt 









£ 





customers in the hardware store.-- 
Is delivered with every sale. It means 
expert service, extra value, lasting sat- 
jsfaction . . . The cheapest in the end. 
ndependent hardware mer- 
give this service and value. 












Only the ii 
chant can 










catalog houses 










in tools and their uses. Knows the 


requirements of his community --- 
has the needed tools in his stock 
_..can be depended upon to guide 


you to the most satisfactory choice- 


e to tool users, starting 


Plumb servic 
s carried out 


here in the factory, i 
through the independent hardware store 
with greatest efficiency and economy to 
the buying public. 


In tools and hardware, & satisfactory 
choice cannot be made from price-tag 
or catalog description. That being our 
experience, we do not sell Plumb. tools 
or any other tools to chain stores and 
catalog houses. Fayette R. Plumb, Inc., 


Philadelphia, U. 5. A- 
























Plumb is in this fight with you 
Tell us what you will do. 





See cree See 
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RPI St 





HARDWARE AGE for APRIL I1, 1929 





nd provides this 


“TRADING UP” UNIT for 
overcoming chain competition 


In the hardware store of H. Rose, 19-21 No. 3rd St., 
Camden, N, J., the Plumb “Trading Up” Unit has 
been placed in front of the cash register on the wrap- 
ping table, where each customer eventually arrives to 
await change, or to secure his wrapped purchase. 


Showing cheap tools to customers, without 
comparing them with better tools, throws sales 
to the cheap lines and loses money for you. 


Use your knowledge of values and service to 
sell quality tools. Give your customers a chance 
to compare values. Give them an opportunity to 
“trade up” on their tool purchases. 


Plumb’s job, as a quality tool maker, is to a 
you increase yoursales of standard quality brands 
—of high-grade, profit-bearing items. 


The new Plumb “Trading Up” Unit is designed 
to do this. 


The very contrast of the actual tools, the con- 
vincing “reasons why” given on the display—steer 
the majority of sales to the quality items. It 
“trades up” your entire hammer business. 


Order “Trading Up” Unit No. 1. Display the 
Silent Salesman on your counter or display table, 
and check all sales to see if your volume is not 
going to the higher-grade hammers. 


- = 





W. L. Hayden, 838 Lancaster Pike, Bryn Mawr, has placed the Plumb 

“Trading Up” Unit on the top of one of his model display tables near the 

entrance where casual purchasers, who ordinarily do not go near his tool 
display, will see and handle the Plamb Hammers. 





1 Doz. Hammers — Selling Price 






The PLUMB“ Trading Up” Unit 


contains 


Retail Price 
$200 each 


$] 50 each 


a” ad ee 


a $100 each 
“> 2 PLUMB Phila. Tool Co. Brand 









4, PLUMB Phila. Tool Co. Brand 7V5e each 
$1500 


Dealer Cost $1000 
Display Stand FREE 

















letewith oven, 
Retail Price, 
$12.50 


oe 




















The Coleman Iron. 
“Smooths the Way 
on Ironing Day”. 


Coleman Mantles, ‘Made 
Stronger, Last Longer’. 
Price 10c each. $1.00 per 
dozen. 


Coleman Quick-Lite Lamp, 
Match generating. Mode 
C329, U.S. Retail Price, 
$7.50. 







| 

| 

| 
Coleman f 
Quick-Lite ff 
Lantern. | 
Match gener- [ff 
ating. Model [ff 
L327, U. S. 





Retail Price, ff 
$6.75.+ 
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Coleman In- 
stant-Lite 


—- The 
Sunshine of 
the Night’. 












Model No 


hed your customers enjoy all 
the conveniences of city gas 
service ...no matter how far they 
live from gas mains. And at the 
same time, take for yourself the 
worth-while ever-increasing pro- 
fits to be had by featuring Cole- 
man goods the year ’round. Cole- 
man gas-pressure appliances for 
Lighting, Heating and Cooking 
make this possible. 

The Coleman Products are 
complete portable units in them- 
selves... requiring no installation 
expense. They make and burn 
their own gas using gasoline as 
fuel. They operate safely under 
the Coleman pressure principle. 
They are the practical result of 
more than twenty-five years’ ex- 
perience and skilled gas-pressure 
engineering. They place modern 
gas service within the reach of all. 

Coleman national advertising is work- 
ing every month, telling your customers 
about how easy it isto Cook and Light 
and Heat with gas (using Coleman De- 
vices) no matter where they live. Ask 
for selling helps which are available to 
help you tie up with this national pub- 
licity. Get in touch with your jobber or 
write us direct for full information. 
THE COLEMAN LAMP & STOVE CO. 

General Offices: Wichita, Kansas, U.S.A. 


Factories: Wichita, Chicago, Toronto 
‘ Branches: Philadelphia, Chicago, 
Los Angeles 


FD3 












U. S. Retail Price, 
$9.00. 


Sell Them 


Coleman Gas Service 
No Matter Where They Live! 


ae a 





Model No. 322 




















The Coleman Radi- 
ant Heater. ‘Carry 








The Coleman Air-O-Gas Stove. 
“Gas for Cooking No Matter 
Where You Live”. Sizes and 
styles forevery purseand purpose. 


U. S. Retail Prices, $25.80 
and Up. 

















Tune in on the 
Coleman Radio 
Programs 


Now Coleman has added radio 
publicity to the advertising pro- 
gram that is helping you sell 
Coleman Products. 


Sta. W.L.S.—Chicago 


The Prairie Farmer Station 
broadcasts entertaining and edu- 
cational Coleman Programs each 
week on the following schedule: 


Monday—S :40 to 8:55 A.M. 

Music 
Wednesday—10:45 to 11 A.M. 
Coleman Kitchen Club 


Thursday—7 :30 to 8:00 P.M. 
Music 


Saturday—10:45 to 11:00 A.M. 
Coleman Kitchen Club 


Tune in! Tie up! Broadcast 
the morning programs in your 
store. 








Sa 
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The 


Horton Perfect 36 
Newest and Finest 









HORTON AUTOMATIC 
IRONER 

with 30-in. complete open- 

end roll. Electric or gas 

heat. Electrically driven. 






HORTON PERFECT 36 
ELECTRIC WASHER 


Porcelain enameled _ tub. 

Pure white inside and out. 

Frame is lusk green. The 
fittings are nickeled. 


Byes the country over say without hesitancy, that the 
new Horton Perfect 36 transcends anything 5 tenet 
visioned in a washer. Never before such sheer simplicity in 
design...such pleasing finish, such modish appearance... all 
with no indication whatsoever of things mechanical. 


The Perfect 36 is undoubtedly the greatest washing machine 
ever given the Horton name. 

That the homekeepers of America appreciate such quality — 
such fine quality—is evidenced in the growing preference for 
The 36. It is outselling every Horton model which has ever 
preceded it. With its companion piece, the Horton Automatic 
Electric Ironer, dealers are offered a combination unequalled, 


HORTON PERFECT 36 


we believe, in the laundry appliance field. GASOLINE ENGINE 
Women know—women appreciate inbuilt quality such as Wale 


° ide Cc tub. The inside is 
Horton gives. Not only do they recognize it—they have the nickeled. The outside two- 


intelligence to demand it. Can you afford to disregard this eaten canis 
new intelligence in buying? 
HORTON MANUFACTURING COMPANY 
Fort Wayne, Indiana 


HORTONS 
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N... designs, new effects, 
new finishes—and all incor- 
porated in Reznor ORTHORAY, 
the most successful principle in gas 
heating. Models that suggest the 
modern art as well as new adaptations of 
period designs are included in the line 
for the coming season. New finishes, 
too — Flemish Brass, Wrought Iron, Ebony. 


es 


Reflectors, of course, with the expected Reznor 
refinements. 


Jobbers have the complete line —at lower list prices. 


Some jobbing territories available 


REZNOR MANUFACTURING CO., Mercer, Pa. 


TEATE 


JPEN FIRE~ THE BEAUTY OF FINE FU! 





RN TURK! 
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“the Better the Wringer the Whiter the Wash” 


LOVELL 
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Sales Appeal in 


13 


clothes wringers has now 


quenived ... 


A year ago, no storekeeper had ever thought of a customer buying a 
clothes-wringer for any reason save its plain, unbeautified utility. 


And so clothes-wringers did not repeat rapidly. They were used 
until, after perhaps a generation of service, they finally lost their 
efficiency. 

Invaluable for its homely virtues of convenience and labor-saving, 
the wringer yet remained an ‘‘ugly duckling’’ of the household. 


But now all that is changed. The modest clothes-wringer has blos- 
somed forth as a thing of beauty, as well as a mechanical aid of 
greater efficiency. 

The new modern models of Lovell Wringers have Sales Appeal in 
the current sense. They are attractive and attention-arresting in 
themselves. They are graceful in proportions and bright with color. 
They look modern and are modern. 

And for those reasons, Lovell modern models make women want 
a new clothes-wringer—just as they want the new and improved 
thing in any other line. These wringers are a mark of up-to-dateness 
in the home laundry—a sign of alert and progressive housekeeping. 


Order some of these new, modern model Lovells from your regular 
jobber—and show them off. They will impart a new air to your 
wringer section, and make you wringer sales where none grew before. 


Write us for Selling Helps, including folders for consumer distribution; window 
and store displays; newspaper cuts; etc.—all furnished without charge. 


LOVELL MANUFACTURING COMPANY 
ERIE, PENNA., U.S. A. 


















































© Lovell Mfg. Co., 1929 


WRINGERS 


AND WRINGER ROLLS 
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Selling Fence FOR You- 
Not Just TO You ! 


“PIONEER” Kokomo LAWN fence—with the Silver Satin finish— 
offers real selling co-operation to dealers. 

For the first time in history—the magic power of display has been put 
back of a lawn fence. Here is a new departure in the merchandising of 
fence—a striking display in flashing colors that sets forth at a glance 
some of the merits of ‘‘Pioneer.”’ 

You cannot afford to be without this ‘Masterful silent Salesman’’! 
You will be proud to place it in a prominent place in your store for it 
will point the way to bigger profits for you on fence. 

IT IS ABSOLUTELY FREE! Let us give you the whole proposition! 


CONTINENTAL STEEL CORPORATION 


KOKOMO STEEL & WIRE CO., DIVISION, 
KOKOMO, INDIANA. 


IONEER 


KOKOMO LAWN FENCE 














Pioneer Kokomo Style 
“L” Lawn Fence Fabric. 





Pioneer Kokomo Style 
“M" Lawn Fence Fabric. 


CREE SAL 








searzae: ‘1 
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Pioneer Kokomo Flower 
Bed Border. 





Pioneer KokomoTrellis, 
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in 
THOUSANDS 
of STORES 














A dust mop that can be 
turned over, as simply as a 
broom. Needs shaking out 
only half as often. And notice 
the “peaked” nose that does 
get into the corners. The 
Betty Bright Reversible sells 


Ttier'w featuring this mop 





= 
























A mop that is wrung by 
turning a handle grip, that 
saves a woman's hands 
from mop water. No won- 
der nearly two million Betty 
Brights are in use today —~ 


-.a ftiner 












Soft white bands. 





20W 


water 


they never touch mop 


pee 
t 
ater 


Retry BRIGHT Fe) 
SELF-WRINGING MopP I Bas 


Lseunuesrsereseerenet 








Another of the striking advertisements 
which in Good Housekeeping and other 
national magazines are selling millions of 
women on the Betty Bright 


wet mop that over 13,000,000 are reading about 


T'S working in the old mop corner 
now—the business-getting princi- 
ple of picking a leader and featur- 
ing it. 
Because thousands of women, done 
with old-fashioned mopping methods, are 
turning to the Betty Bright Self-wringing 
Mop—a mop that does better work and 
completely removes the necessity of put- 
ting one’s hands in thedirty 
mop water! Advertised re- 


There's a 100% profit 
special deal on it. Rush 
coupon for details 





into more than 13,000,000 homes, the 
Betty Bright is a product that women in 


newspaper ads. (We will send you, free, 
the complete Betty Bright Copy and Cut 


every community know about and want. Service if you will mail the coupon below.) 


Pulling it out of the 
mop corner, playing it 
up, thousands of re- 
tailers are selling it in 
large-profit volume. 


Display the Betty 
Bright Self-wringing 
Mop in your window 


WRINGING MoP 


Other Betty Bright sellers—the Betty 
Bright Reversible Dust Mop, re- 
tailing at $1.50; and Betty Bright 
Polish on which there is a 100% 
profit opportunity now. Fill out 
coupon and mail today. 












Parker-Regan Corporation, 49-L 


gularly in magazines that go now. Feature it in your 524 Superior Ave., N. E., Cleveland; 
593 Market St., San Francisco. ' 
0 Please send, free, Betty Bright Copy and Cut Service 

Betty Bright Polish per- ') Taare / /) > j 7 oO — special 100% profit deal on Betty Bright 

fected especially for the . [ [ \ : At j I / / [ 0 Tell me about the Betty Bright Reversible Dust Mop 

popular finishes of to- ) ) NAME... 

aba ate canto a . ADDRESS 

ameis, dnd varnisnes. SELF ee ee ee 


JOBBER'S NAME 
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Goodrich garden hose is 
made by an improved ‘‘lead 
press’’ process. Hot water 
pressure drives the rubber 
through the braid, increas- 
ing durability and wear 
resistance 





One million home and garden 
lovers will read the first Goodrich 
advertisement this month -~ -~ v 


A quality hose that builds good will and good 
profits. 25- and 50-foot lengths. In the 
wrapper... A Goodrich jobber is near you. 


” Goodrich 


GARDEN HOSE 
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TRADE MARK REG.U.S. PAT. OFF 


A New Day Dawns 
for Seller and Buyer cd Screen Cloth | 


By the unusual quality they build into siin-hed Pdge Cloth, the makers 
have set a new standard of wisiltaaas in rai type of merchandise. 





This has many advantages for seller and buyer—both benefit by the fact 
that Sun-Red Edge identifies extra high quality, endorsed by an estab- 
lished name and reputation. 


The Dealer The Customer 
Benefits , Benefits 


4 
Becauseswin- fed b:dee Cloth issold with — First of all because the quality of Si» 5 
minimum trouble and no loss. It comes =! | ue gives far better value for the A 
in rolls of 100 feet. No bother and waste ™oney. If, for instance, he uses thes): ‘ 
in short ends. It is the ONLY trade ed ge AluminA he is safe from 


further screening for an indefinite time. 


marked and self-measured cloth on the ie silne dulap selong anccilinary gel 


market and the dealer is saved haggling 


’ vanized cloth. The hed lee makes it 
and argument. TheSun-NRed Idee line gasier to measure and cut; and identifies 
is complete in all standard meshes, > 1111 superior quality. It also prevents rust 
Red Edee AluminA. Black Painted and under nailing strips—the surest rein- 
Copper-Bronze. forcement. 


DEALERS: Write for attractive sales helps, and window display 


REYNOLDS WIRE CO. 


DIXON. ILLINOIS 
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ORIGINAL 
CLINCHER MENDER 
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It is especialiy adapted for sprinkling flowers and delicate foliage. 


The small perforations in It is easy to direct the spray 
this sprinkler emit afan-like to a particular area with the 
sheet of tiny jets of water Flaring Rose. It is unex- 
that are just like a gentle celled for sprinkling small : 
grassy places. | ORESOENT” 
SPRINKLER 


ey 


FS 
cy 








A : “CROWN” SPRINKLER 


2 L. R. NELSON MEG. CO., Inc. 
Peoria, - Illinois 


Catalog and Electros on Request 


SPRINKLER 
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WALWORTH PARMELEE WRENCHES 





GIRTH 








LOCK BOLT, SCREW 





Nos. 1, 2, 3. Nut Lock 





No. 1. Sleeve Lock 






No. 4. Nut Lock 


Grips like the human hand. 


Will put enormous turning power on a pipe 
without the marring action of teeth. Especially 
good for handling brass pipe and smooth rods 
and working in close places. 


For all sizes of pipe from % to 4 inches. 





WALWORTH MASTER STILLSON WRENCHES 


RED Wood Handle bt 


RED STEEL Handle 









Hardened and toughened by Walworth’s Pyro- 
chron process, the new Master Stillson is 50% 
stronger than even the famous old Walworth 
Stillson. You'll know it by the red handle. 


With steel handles in sizes 6 to 48 inches. 
With wood handles in sizes 6 to 14 inches. 





WALWORTH THREE-WHEEL CUTTER 


Cae-——_f 


Red Handle 
Made in 8 sizes for % to 12-inch pipe. 











WALWORTH ROLLER CUTTER 








Red Handle 
Made in 3 sizes for % to 3-inch pipe. 





WALWORTH SOLID PIPE DIES 





Made in 6 sizes: to 
thread all sizes of pipe 
from % to 3 inches. 
Right hand threads al- 
ways furnished unless 
Left Hand are specified. 





Among men who know and buy good tools 
the name “Walworth” has stood for the high- 
est standards in engineering design and in 
quality of material since the original 
wrenches we made for Dan Stillson revolu- 
tionized the methods of making and breaking 
threaded joints. You can guarantee satisfac- 
tion on any Walworth pipe tool you sell and 
we will back you up. 


WALWORTH 


Walworth Company, General Sales Offices: 51 East 42nd St.. New York 


Plants at Boston, Mass.; Kewanee, IIl.; Greensburg, Pa.; and Attalla, Ala. 
Distributors in Principal Cities of the World .. . 


Walworth Company, Limited, 10 Cathcart St., Montreal, P. Q. 
Walworth International Co., New York, Foreign Representative 
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IT TELLS! 
IT SELLS! 


Chain is a profitable item for any hardware 
dealer—when it’s in sight and can be handled 
quickly and easily. If it’s boxed and stored 
away in some back room or cellar, very little 
of it is sold.. But place that same Chain on 
an Orange Seal Display Stand in a bright 
prominent location in your store, and note the 
difference! The very attractive appearance of 
the whole outfit tells and sells. 


It’s the NEW WAY to sell chain! 
It’s the ACCEPTED WAY to sell chain! 
It’s the PROFITABLE WAY to sell chain! 


Each of the four sizes is a proven best seller 
—not one is unsalable. They’re all about 
equally popular and therefore move uniformly. 
The No. 3 Assortment consists of: 


1 Reel 350 ft. No. 4 “Brown” Chain 

1 Reel 250 ft. No. 1 “Brown” Chain 

1 Reel 175 ft. No. 2/0 “Brown” Chain 

1 Reel 125 ft. No. 3/0 “Triumph” Chain 
(All Sherardized Rust Proof Finish) 


Stand takes up very little space, is only 51 
inches high, 1514 inches wide, and 131% inches 
deep, is painted Olive Green with an attrac- 
tive three color—Orange, Green and Black— 
lithographed sign at top. Harmonizes with 
any style or finish of fixtures. 


Ask your jobber for further information, or 
write us direct. 


The Bridgeport Chain & Mfg. Co. 


BRIDGEPORT, CONN. 


BRIDGEPORT CHAIN 
















350 ft. No. 4 Brown Chain, 17% Ibs. 





250 ft. No. 1 Brown Chain, 29 Ibs. 





175 ft. No. 2/0 Brown Chain, 31% Ibs. 





125 ft. No. 3/0 Triumph Chain, 34 Ibs. 
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Where these smart new 
fabrics are displayed 


Colorful, smart, useful—Fabrikoid 
Fabrics, the materials recently devel- 
oped by du Pont for home decora- 
tion, are enjoying widespread pop- 
ularity. Wherever stores display 
them they are an immediate sales 
success, turning over rapidly, bring- 
ing in quick profits. 





Ee 


s 


pa 
ee 
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You can offer du Pont Fabrikoid 
Fabrics in a wide range of colors— 
white, maize, orchid, blue, green 
and pink. Smart and attractive in 
colors and designs, they will catch 
the eyes of your customers — sell 
quickly and build volume. 





Another important selling point! 
Fabrikoid Fabrics are thoroughly 
washable. Dust and soil come off 
instantly under a damp cloth or soft 
brush and soap. The washing can- 
not injure the designs because they 
are impressed right into the fabric 
itself. Stress this point to women. 
It will clinch many a sale. 


Bridge table covers, scarves, table 
runners, tablecloths, doilies, shelv- 
ing ... these are just a few of the 
items offered in Fabrikoid Fabrics. 
Women find a hundred uses for 
them in the home—prefer them be- 
cause of their smart modern colors 
and designs. 


Easy to stock, easy to handle, easy 
to sell, Put Fabrikoid Fabrics on 
display in your store and let them 
build you bigger businessand profits. 


ap Vabrikoid Fabrics 


26.8.5. pat. OFF 
REG.U. S$, PAT. OFF. 





[ E. I. DU PONT DE NEMOURS & CO.. Inc., 
Fabrikoid Division, Newburgh, N. Y., Dept. HA-2 
Canadian subscribers address: Canadian Fabrikoid Limited, New Toronto, Ontario, Canada. 
Please send further information about the new du Pont Fabrikoid Fabrics for home uses. 





Name 





Address sa 
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CONCEALED 
GARBAGE CAN snsvseste= 





























Ja \ The Only All Hot-Dip Galvanized 
TM Underground Garbage Can 


Built throughout to WITT standards to give a lifetime of 

service. Guaranteed for ten years. Equipped with semi-steel, 

Send for Our Attractive durable top. The only all hot-dip galvanized can on the 
Proposition market! Write or wire for prices. 


Where conditions permit the placing of garbage receptacles 
underground, the WITT CONCEALED 
CAN provides an ideal, sanitary method of 
disposal. It is out of sight, odorless, cannot 
be upset and the contents will not freeze. 
Quickly and easily installed without expense. 


WITT GARBAGE PAILS 


Throughout the land many thousands of people are 
now purchasing WITT Garbage cans and pails. At- 
tract your share of this profitable business by display- 
ing and advertising the WITT Line. It will pay you 
to link your efforts with WITT National advertising 
and our more than a quarter century reputation for 
making only quality cans. 


we gid Jee pn > DN REE Met al 


4-4e~ eee iMupraaaiwes. Oe 
tad > Fate wae ee Sac eseeRice ae 
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THE WITT CORNICE COMPANY 
2114 Winchell Avenue, Cincinnati, Ohio 
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Treat ’em Rough! 


E. B. GALLAHER 


Treasurer, Clover Mfg. Co. 
Editor, Clover Business Service 


There’s one of those fine old-time hardware dealers in my town— 
his name is Z. C. Gillespie. And he doesn’t look like the picture the artist made of him. 
Anyhow, some months ago I induced Mr. Gillespie to give a sheet of Clover Green Stripe 
Sandpaper to each customer who called to buy the ordinary kind. 
Result: he now can’t sell anything else—every single one of his old 
customers demands Clover Green Stripe and won’t take any other 
kind. Q 

Talking of quality and flexibility, he told me a good one. A fellow 
came in and bought a half-dozen sheets of Clover Sandpaper—then 
started to fold them up. Gillespie said, “Wait a minute, I’ll wrap 
them up; you'll ruin them by doing that.” “No,” said the man, 
“you can’t hurt this Clover stuff,” with which he continued folding up the sheets and 
stuck them in his pocket. He knew his sandpaper. 

It’s wonderful how quick the customer gets wise to the virtues of a good article which 
he uses. The merchant may be the easiest fellow in the 
world to fool—especially when a slick talker expounds price 
versus quality to him—but, you can’t fool the man who 
has to put money and elbow-grease into your product. 
He knows a thing or two—he invariably buys on per- 
formance. 

Genuine Clover “Color Stripe” Abrasive papers and cloths 
are made flexible in process through a new method of manu- 
facture—they’re so much better than anything I have ever 
seen that I want you and your customers to know them. 

Will be glad to send full sheet samples to any dealer, and, if you will distribute a 
few sheets to your good customers, I will supply the paper—no charge to you, of 


course. 














| Ee B. GALLAHER: 


CLOVER MEG. COo., NORWALK, CONN., U.S. A. || Clover Mfg. Co., Norwalk, Conn. 


SINCE 1903 Send Sample Sheets 
I Clover Flint Sandpaper 


aia oo cng | Clover Turkish Emery C Cloth 
METAL CUTTING PAPERS AND CLOTH — 
AUTOMOBILE NICKEL PASTE Clover er Aluminous Oxide Cloth _ 
METAL POLISHES arent 











Address 
CLOVER GRINDING AND LAPPING COMPOUNDS ee la 
Character 
of Business 
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In January and February 


Advertisers Invested More 


Advertising Dollars in 


HARDWARE AGE 


than in all other national hardware 


papers combined. 


This same proportion has 
obtained year after year 


Onlu 
466 Paces 
nn) all olher National 
Hardware Papers 
Combined 





Advertising Flows to the 
Publication of Greatest Efficiency 


HARDWARE AGE 


239 West 39th Street, New York City 
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PRICE CUTTER OR PROFIT MAKER ? 
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CTs Frank Talk on the Selling 
| Problems of Hardware Stores 


It’s an old axiom that you can’t eat your cake and keep it, too. 
Price cutting is a problem today. You can’t meet it and make 
money but you can master it. 

If you don’t make your legitimate profit you can’t stay in busi- 
ness — but you can stay in business and make money by selling 
quality merchandise at a fair profit. What is meant by selling is 
& to actually explain to each customer who is buying this class of 
& merchandise what he is actually getting for his money. In other 
words, know all about the lines you sell. 
= Concentrate your efforts on the well-established, nationally 
x advertised and trade-marked products which the public has been 
































i educated to know possess remarkably high value on the basis of 
: cost—sell value, not price. 
& When John Smith comes into your store he knows you can’t sell 


dollars for fifty cent pieces, just as well as he knows he can’t buy 
postage stamps at a discount. Don’t let John kid himself or kid you. 

You know the hardware store is the = place in town where 
John not only can get the products, but the service and knowl- 
edge as well. Tell him that and he’ll know it too. 

Your clerks are trained to know the merits of each article, the 
service each can reasonably be expected to render and what is 
best for the purpose. Don’t merely sell John what he asks for, if 
you know he ought to have something better to meet his needs. 

Suggest the right article and tell him why. You will make a 
pe profit per sale, and you will build up a ara confidence 

y selling articles of national standing that will do just the job he 
| wants done. 
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ae 
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Such articles render honest, long, service, give the greatest value 
per dollar and bring back the customer—and he tells others. 

Incidentally, it’s surprising how much appearance counts; 

attractive windows, clean stores and well ankeyed merchandise 

step up the sales. Shelves are fine for stocking, but windows and 

counters and tables are far better “for display. 

Appoint someone in your store to study modern 


methods of merchandising and keep abreast of 
the times. 
Yale Locks and Hardware are Sold by Hard- 


Y ware Dealers. 
: Yale Products are nationally advertised, trade- 
































ES 
































marked and known for high quality and values. 
Display and recommend Yale— it will aid your 


¥ business as a whole. 
The Name YALE Helps Make The Sale 


YALS THE YALE & TOWNE MFG. CO. 
d 


STAMFORD, CONN., U. S. A. 








YALE MARKED IS YALE MADE 
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This is the Bull Frog garden bar- 
row for home and general use that 
offers a really amazing value at a 
price that makes for ready salabil- 
ity. Painted a flashy red, and at- 
tractively stenciled. Notenewframe 
construction using short wheel axle. 





AGood-Will Builder for 


Every Customer 


| emai you sella customer of yours a Bull 

This Bull Frog No. 301 is America’s outstanding Frog Wheelbarrow he is going to respect 

leader among barrows for heme use and general your judgment in the selection of the lines you 

utility. Painted bright red and black; popular carry in stock. For Bull Frog products say the 
priced, last word in design and workmanship. 





They are—all of them—engineered jobs 
throughout, scientifically as well as sturdily : 
built. And there is a complete line from which i 
you canhelp yourcustomers maketheir choice. 
In many other barrows you may find some of 
the Bull Frog advantages, but in none do you 
find a// of them. Consider the shaped handles; 
the rigid, rugged frame construction; the nice 
Thc tein aembemaaeed balance; the exclusive ‘“‘Never-Break” Wheel : 
your customer for a general purpose barrow that is that assures smooth, easy, almost effortless § 


especially adapted for handling either wet or dry runnin g- 
materials. 





There are Bull Frog barrows, carts, and scrap- 
ers for every garden, farm, mill, mine, con- 
tracting and industrial use. Ask your jobber 
about the quick-selling Bull Frog line, or 
write to us for complete catalog. 


THE TOLEDO WHEELBARROW COMPANY 
TOLEDO . OHIO 
‘Branch Office and Warehouse: Chicago, 69 East Wacker ‘Drive 











This Bull Frog No. 64 is engineered to a nice bal- 6 





ance from handles to nose. It will set a new record SCr~ AO 
for your contractor customers handling concrete . 
and semi-liquid materials. B Uu Z l t fo A W O Y kb 





BULL 


WHEELBARROWS 
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N every hand, the Nesco Saftematic Stove is being dis- 
cussed as the outstanding feature of the gasoline stove 
industry for 1929! 


A gasoline stove that cannot be flooded under any cir- 
cumstances!....A gasoline stove that automatically 
shuts off the fuel supply if the generator flame is acci- 
dentally extinguished! 


A gasoline stove that lights instantly! 


A gasoline stove that is sold only through Author- 
ized Dealers—one to a community! 


No wonder Nesco Saftematic Gasoline Stoves 
and Ranges are breaking sales records! 
Wire or write for details. 


NATIONAL ENAMELING & STAMPING CO., INC. 
13 TWELFTH STREET MILWAUKEE, WIS. 


Factories and Branches: MILWAUKEE, NEW YORK, BALTI- 
MORE, GRANITE CITY, ILL., CHICAGO, NEW ORLEANS, 
LAUREL HILL, L. L, PHILADELPHIA. 


NESCO coftem “" matte ive 


The stove with a brain” STOVES & RANGES 
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“How can anyone make money 
on hickory handles . 9 
if he sells them like nails . 


“John, here is the finest American King Special 
Selected Handle—it will last longer and only 
costs a little more.” 











Think it can’t be done—the answer is; dealers are K 
doing it. Everybody likes the superior article, : 
a clean package (each handle individually pro- 
tected). 





You can cover five items, as illustrated in Amer- 
ican King Handles, each packed one dozen in 
a nice display carton, colored and attractively 
labeled so that you have a complete merchandis- 
ing plan on all items. 


Each handle is made from hand-split second 
growth hickory, octagon spring neck, oval flexed 
gtip, swelled butt and high lustre wax finish. 
Scout, Hunters and Camp Axe are oval. 


Write for plans. Let’s put handle selling on 
a profitable basis. 


SREY 


AMERICAN HANDLE COMPANY 
JONESBORO, ARKANSAS 


I TUNIS 56s oss ws 0 6 us Penawaae 174 N. Wacker Drive 
Peres, Gre, Giice......cesccwesd 486 E. 22nd St. North 
i DS." so os ow mee bee ele 41-49 Lincoln Ave. 
ie wee, Beem, DUNRO. 2.5 5c ccdewsoncd 1103-1105 Noble St. 
eC END. 6 dsb. w.0.0.0'ow oO Set ae es P. O. Box 1011 
Atlanta, Ga., Office........ 707 Fourth National Bank Bldg. 
eer, GUN, DUNS. ccc cceereeves 1715 California St. 


Toronto, Ont. (Canada Office).......... 39 Tyndall Avenue 
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The “Oil-Rite” 
Shallow Well 


1. Helical Cut Gears. 
2. Timken Roller Bearings. 
3. Easy installation. 


A. Stainless Steel 
Piston Rod. 


5. Automatic 
Lubrication. 


; ’ G. Capacities from 
Deming’s 550 to 3000 gal- 
Six Points of lons per hour. 


Leadership 


1 An unvarying policy 
of cooperation and 


protection. ° 
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? A complete line—a 
pump for every 
pumping need. 


3 Many exclusive and 
superior construc- 
tion features. 


4 Attractive prices. 


OR FRR oT 


Precision manu- 
facturing to reduce 
operation and main- 
tenance costs. 


6 Nearly half a cen- 
tury of pump manu- 
facturing leadership. 





THE 
DEMING 
COMPANY 
Salem, Obio 
Please send us 
complete infor- 
mation on theDeming 
line and the name of 
your nearest jobber. 


Name 
Address 
City. 























HARDWARE AGE for APRIL II, 1929 





» 1929 





HARDWARE AGE for APRIL II 








"fer, mile) ify p Za ah a oe 


“Ni fls 
aa “uf 


Vogsige 


as 


" GS Om hf mh m 


hf ie 





—SELLS —quickl, 
—easily 
—profitably 


Here is something decidedly NEW— 
WOODFIX—a scientific plastic substitute for wood 
put up in handy tube containers. 
respond for—EVERYONE is a potential buyer 


This is something to which your community will actively 


of WOODFIX. 
A new and outstanding advantage of WOODFIX is that it takes all stain in the same manner as wood. 
The handy applicator tube serves just the amount required and does not expose the entire contents to the air. 
This is a great improvement over former methods. 
WOODFIX has unusual adhesive properties. When applied to an object and allowed to harden it cannot 
be removed except by cutting. In addition WOODFIX may be sawed, planed, sanded or polished to suit the 
It is unlimited in application and is found indispensable for repair work about the home, factory or shop. 


occasion. 
An effective counter display carton of one dozen tubes is provided which when set up provides a fast-moving 





FREE TRIAL COUPON 


sales inducement of its own. 
You may send me a free sample 


i 

| Let us show you how other enterprising dealers are laying the 

B foundation for a very profitable and easily obtainable repeat business. 

oe Fill in the coupon—it’s for your convenience. We will send you eaceenpibeiiaamasiaa 
free sample and full particulars at once. 





WOODFIX PRODUCTS Co. 


\ 1 ASS 





41 COURT ST., BOSTON 
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Three Times Guaranteed 
-for Workmanship ‘ 


-for Materials 


-for ONE = 





Mowers blaze a new way this year to 


T HE new Philadelphia Series “S” Lawn 
public recognition and dealer profit. 


National advertising reaching approximately 
5,000,000 readers reveals their superiorities 
to the public. 


Our “Three Times Guarantee” by which we 
guarantee materials and workmanship aud 
agree to replace without cost any broken 
parts in the Series “S” mower for one year 
from date of purchase —gives the hardware Made mainly of Pressed Steel, 20% lighter 


merchant a unique selling advantage. in weight, five times as durable as the ordi- 
nary cast iron mower, radial ball bearings, 


No other lawn mower manufacturer demon- triple roller clutches instead of noisy 
ratchets, gears enclosed in oil- and dirt- 


strates his confidence in the superiority of proof case. "Three Times Guaranteed.” 
his mower in so convincing a manner. 


Sales are Inereasing 


Push Philadelphia Series “S” Mowers—“SA” 
and “SC.” Display them in your windows. 
Advertise in your local newspapers. Write 
for our “Sales Helps.” 


Philadelphia 


ot 40 <7 wine VJ 
95% unbreakable, easy-running, built on 
mM wer internal gear principle, made principally 
of pressed steel, lighter and stronger than 


patents pending castiron mowers.” Three Times Guaranteed.” 


Phiiadelphia Lawn Mower Co., Inc., 4250 WISSAHICKON AVENUE, PHILADELPHIA 












‘ , V or SINCE WESTERN Super-X shells 


were announced to the shooting world sev- 
eral years ago has there been an ammuni- 
tion development as important as this. . . 


In addition to standard chilled shot loads, 
Super-X shells are now offered with 
Lubaloy (copperized) Shot. The last word 
in shotgun shells! 


Lubaloy (copperized) Shot 


is harder and less subject to deformity 
than the best chilled shot. It delivers 
closer patterns — even shorter shot string 
mal ie longest effective range of any 
shells on the market! 


Western ballistic experts—the men who startled 
the shot shell industry with the development of 
Super-X and Xpert loads—have found through thou- 
sands of tests that poor patterns and longer, scat- 
tered shot strings are largely due to deformity of the 
shot as it passes through the gun. 


Hardening the shot reduces deformity . . . The 
special chilled shot used in standard Super-X loads 
is as hard as lead shot can be made—but by giving 
each pellet a coating of tough copper-colored Lubaloy 
metal the number of deformed pellets is further 
greatly reduced. The result is better patterns—a 
Super Short Shot String—greater killing power— 
and above all, longer range. 


Super-X shells with Lubaloy (copperized) Shot are 
not intended for ordinary short-range shooting. But 
for exceptionally long ranges, for use in the second 
barrel 3 a double gun, for the second, third, fourth 
and fifth shots in a magazine gun, or in shooting where 
maximum long range is required, they are in a class 
by themselves! 


Lubaloy (copperized) Shot have been tried out for 
several years by many of the country’s leading trap- 
shooters and are in great demand for use in the dis- 
tance handicap events. They were used in winning 
the 1928 Grand American Handicap and many other 
important tournaments. 


Discriminating Shooters Will 
Want These Shells 


Lubaloy shells will be the most widely discussed shot 
shells of the 1929 season. They will be advertised 
and written about in many of the shooting journals. 
They represent absolute top quality in ammunition 
and will have an immediate appeal to the better class 
of discriminating sportsmen in your community— 
men who are willing to pay a little more to get the 
very best. 


The addition of an assortment of Lubaloy (copper- 
ized) Shot loads to your stock of standard Super-X 
and Xpert specifications will build prestige for your 
store. As a further refinement, the new Super-X 
loads are put up in the Record high-brass shell, in 
234- and 3-inch lengths, 12 gauge, also 16 and 20 
gauge, in shot sizes of 2, 4, 5, 6, '7 and 734. Jobbers 
are now being supplied and will be able to make 
early delivery. 


An Important 


NEW 


Development 
Ifl 
Shotgun Shells 


Lubaloy 


(LUBRICATING ALLOY) 


(copperized) Shot 











Larger Profits from Less Stock/ 
when You Sell #z4zAmmunition 


| 


HE WesTERN line is the simplified line of shells and 
Scontiens. By stocking Super-X and Xpert shells 
and Lubaloy cartridges you have a recognized leader to 
meet the needs of every type of shooter. 


By concentrating on WesTERN ammunition you can 


make larger profits from less stock. Your investment is 
smaller and turnover is faster! 


Duck Shooters Want Super-X! 


The effective long range of the WesTeRN Super-X shell has made it 
the largest-selling heavy load on the market. Shooters recognize the 
importance of its Short Shot String, and in the new specifications, 
with Lubaloy (copperized) Shot, the demand will be greater than 
ever! 


Xpert Shells “Outsell because they Outshoot’’ 


Western Xpert shells are the choice of thousands who want a hard- 

hitting, smokeless load for quail, rabbits and all upland game. Xpert 

is top-quality throughout, yet it sells at a popular price. 
Lubaloy Cartridges Combine Championship 


Accuracy with Extra Protection for the Gun 


The extreme accuracy and deadly killing power of Western Lubaloy 
cartridges are recognized everywhere. Big-game hunters and many 
important scientific expeditions use Lubaloy cartridges because of 


their accuracy and the protection which they provide for the guns. 
Lubaloy-jacketed bullets prevent metal-fouling in the bore, and their 
non-corrosive priming eliminates rusting, pitting and corrosion. 
Hunters are now able to go into the wilds knowing that their expen- 
sive rifles will not be ruined by metal-fouling. 

In small-bore ammunition, Lubaloy .22’s are in a class by themselves. 


7 


Here, for the first time, are clean cartridges in this type of ammuni- 
tion. Free from Grease. Non-Corrosive. They keep the shooter's 
hands and pockets clean—and the gun clean, too! The Lubaloy coat- 
ing makes them gleam like “Bullets of Gold.”” They cost no more 
than ordinary lead-bullet .22's. 


Sell Western ammunition in 1929 and increase your profits from a 
simplified stock! There is a jobber near you who carries WesTERN. 


WESTERN CARTRIDGE COMPANY, 459 HUNTER AVENUE 
EAST ALTON, ILLINOIS 
Branch Offices: Hoboken, N. J.; San Francisco, Cal. 


Printed in U. S. A. 





Wa , f- - 


World’s Champion 


Ammunition 
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££, bildbood’s \ove of play is 
satisfied by Mengel Playthings 


ptactically limitless resources of materials, 
and long manufacturing experience. Men- 
gel Playthings refle& their advantageous 


aE mud pies, playing with boats, 
sliding down cellar doors have an 
age-old attraction for children. Toys that 
appeal to these instinéts reach the heart of 
most children. They want Mengel Play- 
things, because they like to play with them. 

Parents, too, approve Mengel Play- 
things. They appreciate them, above all, 
because they take the children out of doors 
into the fresh air and bright sunshine. 
They realize that such outdoor playthings 
give their children Straight, Sturdy and 
healthy bodies and sun-tanned, smiling 
faces, glowing with health. 

As one of the world’s largest handlers 
of hardwoods, The Mengel Company has 


MENGE 


JUST 


origin. They are useful in purpose, at- 
trative in appearance, sound and durable 
in construction. Exceptional quality marks 
each one, yet it is so priced that dealers 
can sell it to practically all their custom- 
efs, not to a limited few. 

Mengel Playthings are on display per- 
manently in the showrooms of A. S. Fer- 
guson Company, 215 Fourth Avenue, New 
York. Write now for the new catalog 
of these and other playthings. The Mengel 
Company, 1900 North Market Street, St. 
Louis, Missouri. 


FOR 











— = a 
Ss Sa 
NSP 
“Miss America” is built of clear 
rained mahogany with bright brass 
ttings. Spring motor drives her 
about 100feet. Non-sinkable. 1444 
in. long. In individual container. 


This ‘Circus Pony Shoofly”’ cannot 
” over. Sides and seat of Mengel 
Plywood, other parts of high grade 
lumber Finished in ivory, black, 
and red washable enamel. 


This beautifully finished little hard- 
wood table has drop leaves. Ever 
part Strong and durable. Bow-bac 
chairs. Jade green or blue washable 
enamel with pink decorations. 


The ‘‘Dandee”’ slide can be used 
indoors or on the lawn. Slide of 
best grade, selected white hard- 
wood, strongly braced with solid 
cleats. Reinforced with metal. 
Easily assembled. 


A merry-go-round and a see-saw all 
in one! Top board adjustable to 
accommodate any difference in sizes 
or weights of children. Praétically 
indestrudtible. 


18 
The brightly colored awning of this 
sandbox is adjustable for protection 
from the sun. Bottom of box is 
galvanized iron. Outside parts and 
awning frame have green finish; 
inside finished in red enamel. 


Buy things 
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No. 105 






Quadruple multip . level winding, capacity 80 yards. 
dd LT Nickel steel pivots and bronze bearings, one adjustable. 


End plates black Permo. Sound in design, materials 
and workmanship; well assembled. 











eisselbach 


N announcing this new casting reel last winter, lator is as good as it looks—and it looks twice its 
we said it was no bargain-counter product. The cost. By all means, stock and use it as the very effi- 
enthusiasm with which it has been received by cient sweetener it is. A real wonder worker with 

customers who get a kick out of buying a lot for a 





the most experienced tackle buyers, has neverthe- 


less stamped it as a bargain. A real buy for every little. 


‘obb deal d fish spear Every tackle counter should have some. 
re, CH ERS Renan proren. OF is Worth several times their profit when well used. 
immediate widespread success. And they pay a good profit, too. Order a 


The Meisselbach “Target” as a trade stimu- sample today. 


The A. F. Meisselbach Division of The General Industries Co. 
2936 Taylor Street, Elyria, Ohio 


Representatives: South, Louis Williams & Co., Nashville, Tenn.; Pacific Coast, Phil B. Bekeart Co., 717 Market Street, San Francisco, Calif. 
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The LineThat 
Sets the Pace 


This is no idle boast, as you 
can see for yourself if you 
will examine the big Gen- 
dron Catalog for 1929. 


Two fine, fast selling items 
for Spring trade are shown 
on this page. . No. 460 is 
the most recent develop- 
ment in tot walkers. The 
handle can be placed either 
in front or in the rear, or 
removed altogether. The 
foot rest is also removable. 
Rubber covered bumpers 
front and rear protect fur- 
niture. Finished in light 
crib green, yellow and 
peach. 


No. 415 is a flashy little tot bike that sells like wildfire. This is the most popular 


tot bike ever manufactured by Gendron. Finished in bright red, striped in yellow. 
Gear finished in baked black enamel. 








Remember these are only two of the hundreds of gorgeous models in 
the Pioneer Line. Send at once for your copy of the Gendron Catalog. 


Vehicles for Children 
Home Playground Equipment 


The Gendron Wheel Co. 
Factory 


Toledo, Ohio 
New York Office, 7 E. 17th St. 
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Superior Quality Sold at a Price to Compete 
with the Lowest-Priced Guns Made! 


New Low-Priced Guns 





ot 


Pewee Ge 











CRESCENT. “VICTOR SP ECIAL” Automatic Ejector—Single Gun 


Life-Time 
Guarantee 


If at any time 
during the life 
of this gun, 
a defect in 
workman- 
ance,” “hang” ship or ma- 
and finish usu- terial appears, 
ally found 6“ 9” ” " t 
seal CRESCENT NEW EMPIRE A Life-Time Double Gun a's gd 4 
priced guns. pair at our 
Quality is the factory, with- 
non ma con- out cost, any 
sideration, yet t rts delivered 
“ats 46a Manufactured in all standard gauges and ae ne a 
at a price to barrel lengths, including 410 gauge. and shown to 
meet any com- ° eur  satisfac- 
tion to be de- 


Retailed only through Independent Dealers — 


Quality 


These guns 
embody rug- 


ed een Made in 12-16-20-410 gauges; standard barrel 


ih els lengths; chambered for regular 2%,” shells. 









petition. 

















For Prices and Details — Write Your Jobber or 


H. & D. FOLSOM ARMS CO. ‘new Yor” 


Unique! Fantastic! New! 
Sandy Andy ““MERRY MILLER” No. 77 


Merry Miller is the hit in sand toys for this 
season and many to come! An original, 
humorous touch gives it exceptional appeal ; 
fantastic colorful design sets it apart in ap- 
pearance. Wheel revolves carrying load of 
sand while Merry Miller tries to get 
around house where wife awaits him with 
rolling pin. An outstanding dol- 
lar value from every selling 
angle. All set up ready for play 
in attractive box. 


en 
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New Treatments to Increase Profits in the famous Wolverine Line— ’ 


These sand pails, sand sets and 
sprinkling cans have always been 
a source of profits for dealers. ge 
Now, with an altogether differ- i 
ent treatment in new colorful 3 
sprayed items, this line will be 

doubly attractive for volume 

sales. 


Write for Catalogue 11A Describ- 
ing Entire Line 


WOLVERINE 


No. 83 Sand Mold Set contains 1 No, 15 Sand Pail; 2 all_ metal SUPPLY & MANUFACTURING CO. 
shovels, gold lacquer finish; an olds, each 4} 5% in.; 9 
1 Sand Sieve 4% x 6 in., packed in box 13 45, 6 SK — ‘aa, aie, ee al ren 


No. 82, smaller set. 
No. 84, larger set. Room 406, Telephone Gramercy 3453 
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New BIG-BANG 


BOMBING PLANE 


Length 11 inches. Wing Spread 


Retails for $3.50. 


The graceful lines, the suggestion of speed and en- 
durance, that characterize the latest developments in 
airplane construction. All metal, finished in light gray 
semi-gloss Duco, and mounted on three wheels, it 
makes a sturdy, attractive-looking pull toy. Fired 
with BANGSITE—the safe ammunition—just like 
any other BIG-BANG, and each BANG spins the 
propeller. 


New Two-Wheel Field Cannon 


No. 11P Bombing Plane. 
13 inches. 


No. 6F Light 
Field Gun. Length 
over all, 9 inches. 
Retails for $1.50. 


Cannon and drag beam cast in one piece, making 
an especially sturdy toy. Finished in semi-gloss vel- 
vety black, mounted on two large red artillery wheels. 
Cannon has the graceful taper of a real field piece, and 
gives a real flash and bang when discharged. 


New KING-PIN 
Shovel 


With Tool Steel Edge 


A complete range of sizes for man-work 
and boy-play. The KING-PIN is a utility 
shovel of surprising strength and durability. 
Handle won’t turn, twist, or loosen. The 
blade is strengthened by turned-up sides, 
lengthwise ribs and curl at top. The “King- 
Pin” runs through this curl and through 
handle, increasing the strength of blade and 
holding handle firmly. No screws or rivets 
to split handle, or to become loosened. 

We also manufacture an especially 


strong pavement scraper made of 
tool steel. 


THE CONESTOGA 
CORPORATION 


Main Office and Factory 


Bethlehem, Pa., U. S. A. 
EXPORT DEPARTMENT: 


Office No. 605, 130 Pearl Street 
New York City, U. S. A. 


Jpg thcw ete nen eget 
“x y 
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pa 
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EALERS every- 
where are tired 

of complaints due to 
defective, unsatisfac- 
tory roller skates. 


That is why they are turning to SPEED 
KINGS, the guaranteed roller skates. 


1. 


2. 


. Easiest 


Guaranteed—guarantee tag on every pair 


of SPEED KINGS. 


Adjustable from 6%” to 11” length—the 
shortest and longest roller skate made. 


. Fastest skate—note the double row of 


self-contained balls. 


running, oscillating rubber 
cushioned shock absorbing trucks. 


. Strength assured by reinforced toe plate, 


one piece heel and back and sturdy truss 
construction. 


. Attractive design, high nickel finish make 


a beautiful skate that sells on sight and 
outstanding merit. 


SPEED KINGS are furnished with 
steel tread or silent balloon type rubber 
tires, both for boys or girls. 


_ You will profit if you write for complete 
information and attractive prices NOW. 


KOHLER 


Dit & SPECIALTY 


95 Lincoln Highway * 


Co. 


DeKalb, Iil. 





The FASTEST 
Roller Skate 














MAIL COUPON 
TODAY! 








KonHLer Dire & Speciatty Co. 
95 Lincoln Highway, 


DeKalb, III. 


Please mail full details on your Speed King 
proposition to dealers. 


eTTrTrrreitfeteestett Le 
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Now, in your community, boys are 


YELLING 


the news of the prizes they won 
5620 PRIZES in the big Dorfan Contest, and 


in the Dorfan National Prize Con- 
test for Boys are now awarded. 
In almost every community in 
America proud prize winners are 
now shouting the praises of Dor- 


fan. Whether a boy won that $200 
electric radio or a gold watch or the town about the won derful 


a bicycle, all his pals know it—and 


it all boosts Dorfan sales for deal- qualities of Dorfan Electric Trains 


ers. All part of Dorfan’s sweep- 
ing sales plan, selling fine mer- 


chandise by creating tremendous and that great Take-apart Engine 


boy enthusiasm! Already Dor- 


fan’s great 1929 advertising cam- 
paign is starting—with a full-page 
ad so early in the season as the 
May issue of Boys’ Life. Build- 


ing for banner sales! Write for 


Catalog. THE MODERN ELECTRIC TRAINS 


THE DORFAN CO., NEWARK, N. J NEW YORK SALESROOM: 200 FIFTH AVE. 


ov My 























Undeniably the sports section—organized recre- 


ation—everybody is interested. And each year we 
WHAT POR : ION become more active participants. 


The boys that used to “skitter” stones on the ice 


OF THE D AILY P AP ER ' pond are today demanding skooters, roller skates, 
and ball bats. Small sister must have her skooter 

GETS THE WIDEST aha snsinedsdnes dado: “Sle iter 
tennis or golf. There’s a baseball league in the 


: READING grammar school—and foot ball on every open 


space. Sporting goods of all types are in constant 
demand. Are you cashing in on this profitable 
business? 


HARDWARE AGE is behind you with suggestions 
for displaying and selling sporting goods. Watch 
for these articles. 


Hardware Age 


239 W. 39th Street, New York City 








e 
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Silver Ace 
Tri-M otor- 
Fokker 

Monoplane 


ILVER Ace Models 
lead in the Air. They 
DROP FORGED are expertly designed 
and built by aero engi- 


Stecl 
PITCHING SHOES neers so the normal 


Adopted as the official t shoe in thi e e 
Gaede. “Ticanmicsenigdin cum. che child can secure satisfac- 


sovteratas tory results, flights up to 
25th Street and Lowe Ave. CHICAGO, ILL. 
recorded. A good many 


grown-ups find real 
KE N T QO NX pleasure in model fly- 
BLANK CARTRIDGE &CAP ing, too. The sport com- 
bines fun and science 
Pp] STO LS —a science that has 
S more appeal today than 
, — any other. All-the-year 
nal aoe profits come from the 
fine Silver Ace line of 
construction sets, ready- 
to-fly models and 
supplies. 

















Beautiful new catalog on request 





Kenton blank cartridge pistols— 
the delight of every red-blooded 
American boy, bark out a savage ‘ 
“Stick ’em up” to the fleeting dollars AERO MODEL Comp ANY 
that represent your profits. They CE 

look = a real S70, they en enn r Dept. H4 x 

a real gun, an ey’re safe. s * i 7a 

your jobber or write for catalog 111 N. Wacker Drive, Chicago, Illinois 

and prices. 


The KENTON HARDWARE CO., Kenton, Ohio B | ¢¢ A ck the store that sells them” 











44 HARDWARE AGE for APRIL II, 1929 


KNOCK-OUTY) 


rn 3 Wan) COMPETITION IS COMPLETELY 
| Ger BH KNOCKED-OUT WHEN YOU 
STOCK THE PITCHING SHOE e 
OF CHAMPIONS! fe 

NATIONAL 


PITCHING HORSESHOES 


® STANDARD 


Win 1929 World’s Championship at 














When you tell you customer that it is 
made by Iver Johnson, you are telling 
him something that means something. 












2 
vy 


Shot Guns, Rifles, Revolvers, Bicycles, Velocipedes 
and Juniorcycles 










































IVER JOHNSON’S St. Petersburg, Fla. 
Geo. W. May Design—Patented Drop Forged Steel, Heat 
ARMS & CYCLE WORKS Treated and Balanced. 
Black Enamel, Aluminum or Gold Bronze. 
Fitchburg, Mass. | Best Selling Shoe on the Market—Order Now. 
P THE NATIONAL STANDARD HORSESHOE CO., INC. 
New York Chicago San Francisco ’ 
151 Chambers St. 108 W. Lake St. 717 Market St. | 1615 Barth St., 8.W., Canton, Ohio 
f 
a Bringin 
, —— 
Y METALCRAFT se ringing 
. customers 
JA < 
who keep 


2s, AIRFIELD IOY 


y for GUNS on buying 


No. 9 and Oil Draw Trade 


LONG with the steady flow of sports- 
men dropping in for a bottle of 
Hoppe’s No. 9 or can of Hoppe’s 
Lubricating Oil, you get many who will 
make other and larger purchases. Dis- 
play Hoppe’s Products always. Adver- 
a — Standard Perr te. pont 
: . nown, always needed. n excelien 

Wheel Goods. Write for it now! trade builders. Everywhere the sports- 
men’s favorites for the proper care of all 


asx 
Address:5105 Penrose Avenue ‘ 2 ae firearms and fishing reels. Stock up now 


thee, 


The Wonders of the N. Y. Toy Fair 
All sales expectations exceeded by thousandsof dozens. The 
aviation fever creates a steady demand. Better order nowto 
avoid disappointment later. Illustrated catalog shows Air- 
plane and Zeppelin Construction Sets, Flying Airplanes, 
Hangars, Mooring Masts, also complete line of Children’s 














Order from for spring and summer. 
Ph tel A. HOPPE, Inc. 
- 2314-H_N. 8th Street, Philadelphia, Pa. 









































| HERCULES E. C. 
HERCULES INFALLIBLE 
For trap and field shooting, where uniform 
| MODEL performance and moderate range with close 
1 | and uniform patterns are required, we recom- 
ok. _ SAIL BOATS and mend Infallible and Hercules E. C. Powders, 
| MOTOR BOATS ~ _ designed to give their best results in moderate 
MOTOR BOATS changes. 
STEAM ENGINES | AKE a two-way 
| profit — Sell HERCULES POWDER. COMPANY 
ty construction sets and 910 King Street 
COMPLETE I you sell tools. Model | Wilmington Delaware 
CONSTRUCTION |}} boating is a sport for 
boys from 8 to 80. 
STEAM TYPE St OS Oe Os eS Ge Oe ES F ’ vith 35 years of prestige- building 
LECTRI NS eT ae advertising behind one article and nothing 
gy Hencg-cnr Dhow sega "I but “promises’’ behind another, which 
= has i ee should you stock and push? 
Today, 37 publications carry 3-in-One ads on con- 
Pe OE ee Ne ee tinuous schedules. All kinds of free sales-helps 
are available to enable merchants to tie up 
their stores to this advertising. 3-in-One is a staple 
see niewee dead neqtaameap ofhsecedad article, sold like a specialty, with a specialty profit. 
SHE’S JUST 3 e O 
er in-One 
Made Since 1894 





TOYS THAT ARE MORE THAN JUST TOYS THREE-IN-ONE OIL CO., 130 William Street, New York, N.Y. 
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Now! 


is the Time 


to Check up on Further Requirements 


of ' yf CHILDREN’S 
VEHICLES 


Spring and Summer Time 
is Play Time 














This is the Hardware Dealer’s 
Season in which to build up 
Wheel Goods Sales 
with 
Sidway Velocipedes, Coaster Wagons, Express 


Wagons, Sidewalk Cycles, Seoeters 
and Garden Barrows 


Sty Fog Gompamy 









WASHINGTON, PENNA. 
Permanent Displays 
New York OFFIce: New York: Cuicaco OFFICE: 
Fifth Avenue Bldg. Strobel-Wilken Co. American Furniture Mart 
200 Fifth Avenue No. 33 East 17th St. 666 Lake Shore Blvd. 








| and at our Factories 
Washington, Penna. Elkhart, Ind. Toronto, Ont. 
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do Your Selling. 


tf moment he enters your store, this boy starts work- 
ing for you without pay. He costs you nothing, yet he 
does his part toward selling your stock of Daisy Air Rifles. 
After nation-wide experience at this job, he has proved him- 
self an efficient sales-maker! 

The Daisy Boy—in more reaustic colors and life-like 


appearance than ever—holds a Daisy Pump Gun in his 
hands, with a rack below for three other models. The Daisy 





How to get the Manual—distributed exclusively through our dealers’ stores 
—is placed in the Daisy Boy’s pocket where customers can 
NEW help themselves. This big life-size display is a striking 


Daisy Display Rack example of the help we are giving Daisy dealers to increase 
their profits. 


FREE Send for the Daisy Boy dispiay and put it in your win- 
We recommend the following assort- dows, or at a prominent position inside your store. With 
ment for the dealer who wants to 4 good stock of Daisy Air Rifles ready to meet any demand 
order a dozen Daisy Air Rifles “to ° . ; 
see how they will go.” The new dis- from the parents and boys in your neighborhood, you will 
play rack will be sent free with this find this method of selling both rapid and profitable. Send 


assortment, or to an dealer now : 
carrying Daisy Air Rifles. today for your free display rack. 


Cost Sell For 
Three No. 11 ..... $4.00 $6.00 DAISY MANUFACTURING COMPANY 
sang * mag 1 2 eee re nro Plymouth Michigan, U i.) A 
OS ee ' f 5) «We fBe 
Two No. 30 ...... 3.34 5.00 Pacific Coast Branch: Southern Representatives: 
Two No. 25 ...... 6.66 10.00 Phil B. Bekeart Co., Mgrs. Louis Williams & Company 
717 Market Street 511 Exchange Bldg. 





$21.00 $31.50 San Francisco, Calif. Nashville, Tenn. 


DAISY (2 RIFLES 
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3 NEW AIRPLANES 


All American Flyer 

Airplanes can be 

used as pull toys 
if desired. 










560 *“*THE LONE EAGLE” 
This is a true scale model monoplane. It 
has a powerful speed regulated spring 
motor equipped with brake. Propeller re- 
volves and ship bobs up and down when 
in motion, due to eccentric skid wheel. 
Has rubber tires and brass fittings. Size 
21%” long, 2344” wide and 7” high. 

Price $3.50 


neem 





| 








t 
567 “*THE SKY KING” ; 
A scale model cabin-type tri-motor biplane pull toy. 8 
This is a construction toy that is shipped built up and f 
can be built into different models. The three pro- ' 
pellers revolve automatically and with great speed q 
when in motion. Has rubber tires, brass cabin, win- 4 
dows and doors, and adjustable rudders. Size 2114” hy 
long, 234%)” wide and 8” high. Price.................... $5.00 
° 7 k 
555 “SPIRIT OF COLUMBIA” Fun-Making and Construction Features 4 
Equipped with the famous American Flyer 1 BRASS TRIM: Ornamental brass trim, windows, doors, etc. } 
speed-regulated spring motor with brake. 2 RUDDERS: All planes except the No. 550 have adjustable rudder action. { 
Has rubber ures, adjustable rudders, arp 3 NOISE MAKER: This is patented and operated by durable belt of music 
able wing and can travel in a circle, and is wire. HI 
beautifully enameled in OFSHse: red, blue 4 CLOCKWORK: This is the Famous American Flyer windup motor with j 
and white. Size 191%” long, 18” wide and powerful, long-pulling clock spring, steel pinions and gears, equipped with 
6” high. Price $2.00 speed-governor and easy winding key. 
5 DIE CASTINGS: Realistic detail and durability obtained by many ex- 
yensive die castings. < 
6 AUTOMOBILE ENAMEL: Of the finest quality is used and then baked 
on, giving a beautiful, permanent, water-proof finish. 
7 RUBBER TIRES: These are removable black tires over steel wheels. 
8 EDGES: No sharp edges to cut the fingers of children on these airplanes. 
This is overcome by costly tools and operations. 
9 DESIGN: These airplanes are drawn to scate from actual planes. Realistic 


detail, characteristic of American Flyer Trains, is also maintained in these 
designs. 

10 SKID WHEEL: This patented die cast feature enables the plane to “bob 
along,” imitating a plane about to land or “take off.” This also permits the 
clockwork planes to run on the floor within a 6-foot circle. 





550 “SPIRIT OF AMERICA” 11 CLOCK BRAKE: Clockwork planes are equipped with brake, permitting 
This pull toy monoplane is similar to clockwork to operate as you desire. 
“Lindy’s” famous ship. The propeller re- 12 DECALCOMANIA: All planes but the No. 550 are equipped on the top 
volves automatically and a ratchet ar- wing with markers, and on the fusilage with multi-colored and attractive 
: rangement on the landing wheels imitates decalcomania. 
w the hum of a mototf, when in motion. Size 13 STEEL PARTS: Only the best heavy gauge steel—not tin—is used wher- 
19%” long and 18” wide and 6” high. ever possible. 
Price a $1.25 14 PROPELLER: This is driven by special belt on all models. 





Sales Office: 





a Factory Office: ; . ) 200 Fifth Ave., New York City 
@ 2225-39 S. Halsted Street FY Transtormers Electric Trains Mechanical 4/ Trains 24 California St., San Francisco, 
is Chicago, Illinois AMERICAN FLYER MFG. COMPANY California 


Also Manufacturers of American Flyer Miniature Railways and General Distributors of Structo Toys 
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: - Is There Any Reason Why Your 
a , ¢ Department Should Show an 


Increase in Business in 1929? 


Do you propose to do anything more, or 
better, for your customers, than your com- 
petitors do? | 


What holds your present customers? 


Why are the lines you sell better values than 
those offered by your competitors? 


If you have convincing answers to these ques- 
tions—you can secure any reasonable increase 
in sales you want. 


The trade name “KIDDIE” is known as a 
synonym for quality wherever juvenile vehi- 
cles are known. 


The KIDDIE Line, too, excels all other lines 
in the modern emphasis of style and color. 


The KIDDIE Line includes many low-priced 
numbers that are exceptional values. 


A wide range of models for every youthful 
age—and FOR EVERY PURSE. 


Chicago Toy Fair 


Room 736 Palmer House 


H. C. WHITE COMPANY 


North Bennington, Vermont 
New York Sales Office: Fifth Avenue Building 
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SATURDAY EVENING POST 





by the Makers of the famous “MOLY” Shovels 


ITTLE known to the general public, but well process we can now recommend the steel in the 
known to purchasing of tailroads, “BIG FIST’ shovel to be the toughest and 
‘and mines, road builders, contractors, and _—hardest shovel steel on the market, “Moly” alone 
men who earn their living with a shovel, the excepted. Then we added other features to the 
“Moly” (H. K. Wood's Mo-iyb-den-am Steel “BIG FIST” shovel. We gave the shovel our 
Shovel) has always been the “Ti “ofthe famous “Moly-D” handle and put on the patented 
shovel industty. However, in addition to the Wood's turned Step to protect the shoes of the 
, we found a need for a tough, strong user, Furthermore, each individual 
pt the “Moly” shovel is mechanically tested for 

hardness and toughness. 





shovel t: any shovel 
—and stili sell at a medium price. 
More than three years ago our engineers started The Wood Shovel and Tool Com- 
to work to develop such a shovel. Experimental pany now offers just the right 
shovels by the hundreds resulted, and every shovel for every purpose:—“Moly” 
shovel was tested in every possible way: in our —the world’s best; “BIG FIST’— 

, in mines, on railroads, everywhere, the world’s second best; and 
Finally we developed Woops “BIG FIST” “Piqua” —the best of low 
shovel steel. As a result of a special heat-treating priced shovels. 


THE WOOD SHOVEL AND TOOL COMPANY - PIQUA, OHIO 
Woods 


Shovels -Spades-Scoops 


Wood's Answer to an Insistent Demand! 


HIS smashing announc 
“ ement of Wood’s ile “ is 
new “BIG FIST” i and “PIQUA”, best of t j 
ita. Post, is Wood's og Rp ey ona ee Beas ‘Wane beth bet advertised inte 
or a simplified line coverin wove! field. Watch for th 
g the entire pri 1 for the smashes to come i 
range. Wood now offers just the rj Price The Saturday Evening Post, Collier’ “ 
for every need—“MOLY” + the right shovel _ national publicati ee ee ee ee 
x , the world’s best— puDlications—Get in at the beginnj 
B ” ; S Dest fi . eginning 
IG FIST”, the best of medium priced shovels SHOVEL @ nan co ae hy . cae 
" A, OHIO 
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An 


on the head 


always means a good bolt 


Bethlehem Bolts 
are identified by 
an “A” on the 


head of each bolt. 


Bethlehem Bolts are made of good 
steel and have accurate, smooth-fit- 
ting threads. We have confidence in 
the ability of any Bethlehem Bolt to 
give a good account of itself wherever 
used. As a mark of that confidence 
we stamp an identifying “‘A”’ on the 
head of every bolt. 


When you sell Bethlehem Bolts 
point out the “‘A”’ on the head to 
your customers. It tells who made 
the bolt. More than that, it is evi- 
dence that the maker has confidence 
in his product and accepts full re- 
sponsibility for it. 


There is a double benefit to the 
dealer who sells Bethlehem Bolts and 


Nuts. Customers realize that a store 
that sells high-grade merchandise in 
one line is a good place to go for 
quality products in other lines, too. 
Bethlehem Bolts and Nuts are a 
typical example of merchandise of 
recognized high quality which not 
only is profitable to handle but helps 
to establish the store in the custom- 
er’s mind as a place where products 
that everyone knows and recognizes 
as dependable are sold. 

BETHLEHEM STEEL COMPANY 


General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Philadelphia, B 
Washington, Atlanta, Pittsburgh, Buffalo, Cleveland, co 
Cincinnati, Chicago, St. Louis, San Francisco, Los Angeles, 
Seattle, Portland, and Honolulu. 
Bethlehem Steel Export Corporation, 


New York City 
Sole Exporter of our Commercial Products 





BETHLEHEM 


BOLTS -~ NUTS 
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PROFITS FROM FIRE PROTECTION 





Pyrene Fire Extinguishers should be an 


important item in your store 


ORE and more hard- 
ware merchants are 
finding that fire protection 
pays large and consistent 
profits. 

They feature Pyrene Fire 
Extinguishers in their stores. 
They remind customers of 
the need for fire protection 
for homes, clubs, churches, 
cars, boats and business 
properties. 

Pyrene is well known by 
all the people who enter 
your store. Since 1907 this 
name has been the out- 
standing one in fire protec- 
tion equipment. 


There is a complete line 


PYRENE MFG. COMPANY 


Branches: Atlanta Chicago 


of Pyrene Equipment. A 
type of extinguisher for 
every hazard. Ask your job- 
ber about the Pyrene line— 
and put your extinguishers 
where your customers will 
see and buy them. This will 
bring extra business and 
extra profit for you. 





San Francisco 


NEWARK, N. J. 


Kansas City 
Makers of Fixe Equipment since 1907 and Pyrene Tire Chains 


es 7 ™ 
Seber dindle oye mcephiiaeeatogetabamcice 
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*AMERICA FRANCE LINE 
42 Broadway, New York City 
N. Atlantic to French Atlantic ports 


*AMERICAN BRAZIL LINE 
17 Battery Place, New York City 
Atlantic ports to ports in Northern Brazil 


*AMERICAN DIAMOND LINES 
39 Broadway, New York City 
North Atlantic ports to Holland and Belgium 


DIXIE UK LINE 
New Orleans, La. 
New Orleans to United Kingdom 


AMERICAN MERCHANT LINES 
17 Battery Place, New York City 
Passenger and freight services to United Kingdom 


*AMERICAN PIONEER LINE 
11 Broadway, New York City 
North Atlantic ports to Orient, India 
and Australia 
Periodically this line conducts an around-the-world 

service via the Suez Canal. 





DIXIE MEDITERRANEAN LINE 
New Orleans, La. 
New Orleans to Mediterranean ports 


GULF BRAZIL RIVER PLATE LINE 
Hibernia Bank Bldg., New Orleans, La. 
Gulf ports to east coast of South America 


MISSISSIPPI VALLEY EUROPEAN LINE 
Hibernia Bank Bidg., New Orleans, La. 
New Orleans to French and Belgium ports 


YANKEE LINE 
110 State Street, Boston, Mass. 
North Atlantic ports to German ports 


GULF WEST MEDITERRANEAN LINE 
917 Whitney Building, New Orleans, La. 
Gulf and South Atlantic ports to Portuguese, 
Spanish, and North African ports(west of Bizerta) 


MOBILE OCEANIC LINE 
Mobile, Ala. 
Mobile and Eastern Gulf portsto United 
Kingdom and continental European ports 


AMERICAN GULF ORIENT LINE 
917 Whitney Bidg., New Orleans, La. 
Gulf ports to Orient and Dutch E. I. 


AMERICAN REPUBLICS LINE 
33 Broad Street, Boston, Mass. 
N. and S. Atl. ports to Brazi and River Plate 
ports, east coast of S. America 


ORIOLE LINES 
Citizens Natl. Bank Bldg., Baltimore, Md. 
North Atlantic ports to west coast of 
United Kingdom and Irish ports 


SOUTHERN STATES LINE 
925 Whitney Central Building, New Orleans, La. 
New Orleans and Texas ports to German 
and Holland ports 


TEXAS MEDITERRANEAN LINE 
Cotton Exchange Bidg., Galveston, Tex. 
Texas ports to Mediterranean ports 


TEXAS UKAY LINE 
Galveston, Texas 
Texas ports to United Kingdom ports 


TEXAS STAR LINE 
New Orleans, La. 
Texas ports to French and Belgian ports 


UNITED STATES LINES 
45 Broadway, New York City 
Passenger, mail, freight service to 
England, Ireland, France, and Germany 


*Acc dati ilable for a limited 





number of passengers on these lines. 



















































“We Can Have a STRONG 
American Mercuant Marine 
Onty By Usinc American 
FLAG SHIPS in alone FIRESTONE 


> A 
HARVEY FIRESTONE, outstanding American says: 


“America—the greatest, richest country in the world, 
with more goods to transport than any other nation on 
earth—should have the finest merchant marine on the seas. 

We can have a strong American Merchant Marine, only 
by using American Flag ships when, and wherever, it is 
possible to do so. Increased tonnage is necessary if we 
are to maintain an equilibrium of freight rates. 

Without a strong American Merchant Marine, United 
States Shipping would be under the control of foreign 
interests and this would without a doubt seriously inter- 
fere with the nation’s continued prosperity.” 













The fast freight services operated for the United States Shippin 
Board offer American manufacturers and producers melintel 
facilities for increasing their foreign business. Under the direction 
of experienced American operators, these services afford efficient, 
economical overseas transportation. 







In the Shipping Board fleet there are 20 lines, with a total 
of 256 vessels sailing regularly from Atlantic Coast and Gulf ports 
for ports in practically all parts of the world. Their operators will 

ladly consult with you on any problems pertaining to the han- 
ling of your overseas cargoes or the expansion of your foreign trade. 
rite for complete information on freight or passenger services. 

Passenger Services: Led by the S. S. Leviathan, world’s largest _. the 
fast liners of the United States Lines offer exceptional passenger accommodations 


to European ports. The American Merchant Lines vessels, sailing weekly from 
New York, offer comfortable passage to London at remarkably reasonable rates. 


> 
UNITED STATES SHIPPING BOARD 
MERCHANT FLEET CORPORATION | 


WASHINGTON, D. C. 
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Our Galvanized Hardware Cloth Is Durable 


When you sell a roll or a piece of Wickwire 
Brothers Galvanized Hardware Cloth you are rea- 
sonably sure to see the customer back for more of 
the same brand. Durability is the reason. 


One reason for this durability is because the 
wire is 
Made from Open Hearth Steel 


produced in our plant where every operation is 
under our personal supervision. 





We use only Full Gauge Wire and this wire is 
thoroughly galvanized after it is woven. 


Made in 2, 2%, 3, 4, 5, 6 and 8 mesh. Standard 
widths, six inch steps 12 to 48 in. Special widths 
made to order. Put up in 50 and 100 lineal foot 
rolls. 


Peart bamasigiina egos 



























Miscellaneous 


Wire Nails and Brads 


Don’t overlook the fact that we manufacture a 
very high grade line of Miscellaneous Wire Nails 
and Brads. 


Made in all sizes from 3/16 inch. No. 24 gauge to 
a 12 inch spike, with special heads or points, 
barbed or smooth. Put up in handy packages of 
4, Y% and | pound quantities. These packages 
are shipped in cartons. 


Also obtainable in 5, 10; 25 and 50 pound boxes 
and in kegs. 


Our Other Products Include 


Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze i 
Wickwire Copper 4 

Screen Cloth 

Poultry Netting and Staples 


Write your Jobber for full information 


j 
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Call for 


Mr. MANUFACTURER!! 


Your sales message appearing in the May 2nd issue of 
HARDWARE AGE will enjoy an extended life as it will be read 
by leading dealers, jobbing executives, buyers and salesmen 
who will retain this issue for ready reference of the proceed- 
ings and happenings which occur at the convention of the 
Southern Hardware Jobbers and American Hardware Manu- 
facturers Association, which will convene from April 23 to 
25 at Edgewater Park, Mississippi. 


dda Da. .UIUsS BST sssessEsSeEsrsasvawwne 





This issue will not only contain the first complete editorial 
report but the first pictorial report as well. 


aNacenenadeneneradadererare revered re darararara rare dedade a darare UU UU TT 


Your message will reach twenty thousand subscribers of 


HARDWARE AGE. 


VU. LU Ss UT TSETETEVSesessssenes ~ 


Your early space reservation is cordially invited. 








The final advertising Regular space rates apply. 
forms close _ HARDWARE AGE Red - 
April 23rd. $50.00 per page 

additional 





HARDWARE AGE 


| 239 West 39th Street, New York City 
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“New and startling fea- 
tures in the Sho-well Line,” 
we announced last January. 
Here’s a display-table-wall- 
cabinet combination, one of 
the new fixtures we were 
talking about. Think of 
the merchandise you can 
put before the eye in this 
one section. Imagine the 
display! This is salesman- 
ship in wood, —strong, 
forceful, and lasting. 


You know how a mail order 
catalog sells. Here is your cat- 
alog spread before the custom- 
ers’ eyes. Behind the display 
panel is your stock, system- 
atically arranged. No wonder 
people choose readily. No won- 
der you ring up more sales per 
hour. 





sew 










INSTANT 
ACCEPTANCE 


‘Didn't think it could be done,” dealers 
said on learning price and construction 
details of the new Warren “Sho-well” 
Line. 





Reduced overhead and increased sales 
volume! ‘That’s another impossibility 
actually accomplished by this new layout 
of sectional store fixtures. Dealers who 
have proved it by experience say, ‘““War- 
ren Fixtures’ move three times more 
merchandise, and help the same sales 
force serve twice as many customers!” 


PPP PLILIPPLPOOLLOOD Se 


That’s worth looking into 


WARREN 


o-well” 
SECTIONAL 
DISPLAY FIXTURES 


Send the coupon below for details and 
new low prices on this smashing line. 


PLILLLBGLLOLLOPGLOGBD LOLS 


J. D. Warren Mfg, Company 
208 W. Washington St., Chicago, Illinois 


PPP LPP PP PL SPP LL ILL CLL OLL Se 
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{ 


| J. D. WARREN MEG. CO., 
| 208 W. Washington St., Chicago, Illinois 


-~ 

4 

a 

$ 

‘ 
{ We want to know more about Warren ‘‘Sho-well’’ Fixtures. Display Tables, : 4 

Cutlery Cases, etc. Pleases send us: ' 
. 
OO The Warren ‘‘Sho-well’ Fixture O Warren ‘‘Sho-well’’ Display Table '¢ 
Catalog. Folder ey 
Ol Information Sheet for Suggestive a 4 
| O Nail Bin Counter Folder Floor Plans : 2 
7 . 
x 13 
DEG titer ancwarh ons t4s 0 tad cee . 7 

' 
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CLOTHES LINES 


According to the Service Required 


TTTEROPE 


For use where the supports are far apart. Stretchless, shrink- 
less, stainless and strong. Weatherproofed. Guaranteed for 


five years. 


~ BLACK-BIRD 


ee . 2% : —— 
5 i Le ~ 
\ i ee? 
| 9 a> 
9) i 
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ae 


ry. 


For use where the supports are nearer together, as on clothes 
dryers; and where a flexible line is wanted. Smooth glazed 


finish. 


Our solid braided (sash cord type) cotton clothes lines give 
extra long wear over pulleys, in all weathers. They are 
red (or-Ve Wm detaelttsselelelame: lucie cry mre) e Wa olcMm ot-tole Mum tete Mme (OME elalams tet 
jure delicate fabrics. 

HESE brands, which have a customers. We make a variety of 
a. long established manufac- other cotton clothes lines — solid 
braided and hollow braided,— also 


turer’s reputation behind them, 


save you from complaints and lost sash cord. 


Send for Catalog, Samples and Information to Help Sales 


SAMSON CORDAGE WORKS, 89 BROAD ST., BOSTON, MASS. 
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“All Is Not Gold 
That Glitters”’ 


LL Tubular and Clinch rivets may 

look alike in so far as they are all 
made of metal and bear a certain re- 
semblance in form and finish. There 
is, however, a marked difference in the 
metal itself, to say nothing of the work- 
manship and finish. We have manu- 
factured Tubular and Clinch rivets for 
over fifty years. We know that rivets 
of equal grade cannot consistently be 
sold for less than the prices at which 
our line is offered. 

Pacific Coast Representative, 
J. T. McDEVITT, 


Postal Telegraph Building, 
San Francisco, California 


Otpproved / 


————by the keenest 


buying brains in the country 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


‘The largest 
factory in the 
world devoted 
lo the manu~ 
facture of 


yreeann 
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“Spent Less Time Making Sales ” 








ODAY buyers are eye-minded—they 

buy what they see. Merchants of every 
kind are trying to catch the buyer’s eye as 
he hurries along. Never has proper display 
played as big a part in selling goods as it 
does today. 
For this reason, merchants everywhere tell 
us that the True Temper Tool Display 
Stand is increasing their sales of farm and 
garden tools as no other device has ever 


done. With it you can sell more new and . 


regular items with less work and more 
profit to yourself. True Temper Tools are 
the best that can be made—they make sat- 
isfied customers for your store. Why not 
take advantage of these proven facts and 
secure one of these display stands to in- 
crease your sales of farm and garden tools? 


THINK IT OVER 


The American Fork & Hoe Company 
General Offices: Cleveland, Ohio 
Makers of Farm and Garden Tools for Over 100 Years 








< GARDEN %. S 


“Trot lene TEM PEF 
ley Vie) 4, | “bs | 


"i 
‘ WH I i 


The True Temper 
Tool Display Stand 


Furnished free to merchants 
who purchase an assortment of 
True Temper Tools. Write for 
details of our free offer. Please 
give your jobber’s name. 





RUE TEMPER caroen IOOLS 
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Make this simple, little calcula- 
tion: How many mechanics and 
carpenters are there in your town? 
How many industrial users of 
tools? How many school chil- 
dren who study manual training? 
And most of all, how many peo- 
ple who are handy with tools, who 
like to make things at home? 


Prospects for You 


Most of these people are ready- 
made prospects for Millers Falls 
tools. Because this year Millers 
Falls advertising dominates all 
the best technical magazines used 
by mechanics and carpenters. 
The best industrial magazines 
read by industrial tool users. 
The educational magazines read 
by manual training instructors in 
the schools. And most impor- 


tant, the big magazines like Pop- 
ular Science Monthly and Pop- 
ular Mechanics read by nearly 
every man and boy who is espe- 
cially handy with tools and who 
likes to make things at home. 


Braces . 


Twelve Major 


Tool Lines Levels . 


WANT BIG TOOL PROFITS? 


One minute spent reading this 
page may show you the way. 


Hack Saw Blades 


HARDWARE 


fA. TRADES | 


eg x bes | 7 Ul 


























You Must Remind Them 


There are plenty of people 
ready to buy Millers Falls tools 
when you are ready to sell them. 
Stock the Millers Falls tool line 
complete and watch your tool 
profits increase. 

And if you are now carrying 
Millers Falls tools, don’t let this 
ready-made business get away 
from you. Put ina Millers Falls 
window display now. Then if 
you want to see the power of ad- 
vertising on good tools, keep your 
display in the window for one 
month. Then check your sales! 


Concentrate 
on Millers Falls 
Once you have displayed Mil- 
lers Falls tools, really giving 
them prominence, we think you 















































we suggest that you concen- 
trate on Millers Falls. It will 
cut down buying time. Give 
you more selling time. Save you 
money on freight, express and 
cartage. 

You will have fewer shipments 
to open and check, less storage 
space, smaller inventory, less du- 
plication of items. And most im- 
portant, your sales people will 

ave more concise 


will agree that Millers MILLERS FALLS h > concise, 
Fall tools offer the best “a vs¥s) a more powerful selling 
opportunity to fast, clean a arguments. Send today for 


sales and good profits. So ‘@® 





Auger Bits and Expansive Bits . 
. . Hack Saw Frames 
- Nail Sets and Punches 


MILLERS FALLS COMPANY 


NEW YORK, 28 Warren Street 





Bit Extensions . 


Automatic Tools . 


Millers Falls, Mass. 


CHICAGO, 9 So. Clinton Street 


big new catalog. 






Mitre Boxes 


Hand and Breast Drills 
Planes 


- The NewE lectittc Toolshop 
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Is IT EASIER TO BUY AT YOUR STORE OR AT 
THE “5 AND 10” DOWN THE STREET? 


BEHIND the inviting interior of the mod- 
ern retail chain store is a shrewd mer- 
chandising plan. Goods have been ar- 
ranged where customers can examine 
them easily while waiting for the clerk. 
Counters and shelves have been made 
to serve as indexed catalogs of stock. 
Mutely they invite the customer to 
browse around. 

Lupton steel equipment will modern- 
ize your store. Lupton engineers have 
designed steel shelving, counters and 
other hardware display equipment 
closely following the specifications of 
the National Retail Hardware Associa- 
tion. 

Display tables are planned to give 
maximum visibility to each item. Their 
attractive green and orange colors invite 
the customer’s eye, without taking his 
attention from the merchandise. Their 
well-stocked compartments give him an 
instant picture of what he came in to 
buy. ies important still, 
they remind him of other 
hardware that he needs— 














LUPTON Wall Bracket for 
rakes, hoes, shovels, etc. Conve- 
nient. Neat. Space-saving. 


BOP TOnNn 


WHERE STEEL IS FUSED WITH 


which means extra sales to each indi- 
vidual. By systematic grouping of kin- 
dred items, they save steps for clerks; 
and prevent shortages and unbalanced 
stocks. Durable, strong, adjustable, they 
turn each square foot of floor space into 
profit-dollars. 

Your Lupton jobber’s salesman has 
probably shown you “Bigger Profits”— 
the new Lupton book which outlines 
the many advantages of Lupton hard- 
ware equipment. It is packed with prac- 
tical sales-data, backed by enthusiastic 
testimonials from dealers which sub- 
stantiate every point given. Be sure and 
see this great merchandising plan— it’s 
the same as money in the bank for you! 

Lupton merchandising engineers will 
be glad to survey your business, and sub- 
mit plans for the scientific arrangement 
of your stock with Lupton steel fixtures. 
Without obligation, ate the Lupton 
representative call and explain. Write to 
Davi Lupton’s Sons Co., 
2245 East Allegheny Avenue, 
Philadelphia, Pa. 


SINCERITY 
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EVEREDY 


“Step s Out” 
, witha — | 


per 
ieee 
A New EVEREDY Product 


Here is a capper that meets the demand for a low price but 
high quality capper. Built for service. Right for sales. Iden- 
tical in many ways with high-price cappers. A quality pro- 
duct offering unlimited opportunity for profit. 


d Big Sales Features d 


— Gear and rack s high carbon steel. 4 Flanged, steel throat with rubber in- 
ng Non stripping, extra large teeth. sert release. 
CLIMAX CAPPER @— Double-braced, steel post riveted to 
Far West ana Canada plain, steel base; will not bend or — Comfortable, easily-operated handle 
stretch. with good leverage. 











ee a eng pein pt 

















B— Spring-handle lift, returns handle for G— All-steel construction; heavily nickeled 
next operation and holds it there. to prevent corrosion. 







J—Saeals perfectly any size bottle up to one quart. 





$1.25 | EVEREDY CAPPER EVEREDY DOUBLE-DUTY $2.00 
No. 101-8 CAPPER 
Home-bottlers, far and wide, know this capper. No. 222 
+ no introduction. Displays lead to sales. The rugged construction, double “never-stretch 
‘o its “‘never-stretch post” and other superior sts,” large never-cramp handle with powerful 
features has now been added the New Everedy leverage and New Everedy Crown Retaining 
No. 101-8 Crown Retaining Clip. $1.25. Other models Clip-assures every owner of a No. 222 Capper 
for less. a accuracy on “long runs.” Retails for Ne 
No. 


$1.25 EVEREDY STRAINER SET EVEREDY SYPHON FILTER 
No. 300 No. 400 $1.00 —— 


P 50% more efficiency due to the New Everedy 
The minute a housewife sees the Everedy Filter Disc. No slowing down of process on 


Strainer Set she recognizes its advantages. Fits long runs. Speedy syphoning and perfect filter- 
any size vessel or crock. Never slips. Strains ing at the same time. Metallic Float, Stretcher 
or filters. Stand, Strainer Bag and Filter Bag Ring, Filter Disc and Hose Guide (hose not 
complete in sanitary carton. Retails for $1.25. included) in sanitary carton. $1.00. 


Write for Catalog 
Prices Slightly Higher in Far West and Canada 
All Everedy Products are Nationally Advertised and Carried by Leading Jobbers 


THE EVEREDY COMPANY 
FREDERICK, MARYLAND 


Manufacturers of the Famous Everedy Pneumatic Silent Door Closers 


No. 400 








Everedy Products are—“Endorsed by Millions of Users as the Standard” 














HARDWARE AGE for APRIL II, 1929 





Remington 
Model A 334 
Cash Register 


$5. es 
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INDICATION 















NE of the most important functions 
of a cash register is to bring the 
pitiless light of publicity to bear on 
every sale. The register that best fulfills 
this function will give you the greatest 


their message, forcing all the money 





into the cash drawer and compelling a 





correct record of every transaction. 






Greater visibility of indication means 





more of what a cash register is intended 











and surest protection. for—protection 


All Remington Registers are equipped OE Pn By ot 





REMINGTON CASH REGISTER COMPANY, Inc. 
Factory and General Sales Office, Ilion, N. Y. 
Subsidiary of REMINGTON ARMS CO., Inc. 


Manufacturers of Remington Firearms, Ammunition and Cutlery 


with Giant Indicators so arranged that 
the full amount can be read from all 
angles of the store. They fairly shout 





“THE ONLY WAY TO GET ALL THE REMINGTON FEATURES IS TO BUY A REMINGTON” 





' 












Remington 
Model B 342 
Check Printing 


In the past 8 years Remington has check Printing 


developed and produced more new 
cash register features than all other 


companies combined 


Remington, 
Cash Registers 


© 1929 R. C. R. Co 2884 


NO HANDLE 
TO TURN 
NO MOTOR 
TO BUY 
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who know what they want 


Skilled buyers 





QRE than a million 
and a half skilled 
buyers read The 
Household Magazine every 
month. They are modern 
alert women with ample 
pocketbooks, living in 
small towns—hundreds of 
them right in your town. 


These Household subscrib- 
ers know how to buy. You 
are aware of this because 
many of them are your cus- 
tomers or customers-to-be, 
and to get and to hold their 
patronage you must sell 
them what they want— 
goods which they know 
through continued maga- 
zine advertising, and that 
valuable word of mouth 
testimony for which mag- 
azine advertising is largely 




































































responsible. 


This is especially true of home 
furnishings and appliances—the 
favorite interests of these small 
town women of today. 


You want this lucrative trade 
for your store. And you can get 
it. Just do what progressive 
dealers everywhere are doing— 
stock and display the articles 
listed in box to the right. 


Tee HOUSEHOLD MAGAZINE 


A Capper Publication 








All of these articles are adver- 
tised regularly in The House- 
hold Magazine—articles whose 
values are known and accepted 
by the hundreds of The House- 
hold Magazine readers who buy 
in your town. 


If you would like to receive the 
monthly reports. of The House- 
hold Searchlight findings, so as to 
keep in touch with your custom- 
ers’ interests, write Dept. HA4. 











These products will 
be advertised in 
Household Magazine 
in 1929 


Atwater Kent 
facturing Co. 

Florence Stove Co. 

International Silver Co. 
—Rogers Bros. 1847 


Manu- | 


Singer Sewing Machine | 


Co. 
Peko Jar Rings—U. S. 


Rubber Co. 
Chevrolet Motors 
Crane Co. 
Huenfeld Co. 
National Enameling & 
Stamping Co. 
Perfection Stove Co. 
American Gas Machine 
Co: 
Coleman Lamp 
Lindemann & 


son 

LePage’s Glue 

Boston Woven Hose Co. 

General Electric Co. 

Wall Paper Manufactur- 
ers Assn. 


Hoover- 


Taylor Instruments 


Landers, Frary & Clark 


| U. S. Rubber Co.—Jar 


Rings 





_| 
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Bakelite Molded Door Knobs neatly packed for display or delivery. 


Bakelite Molded Door Knobs 


are moderate in price but look expensive 


N providing both durability and dis- 
tinctive appearance, Bakelite Mol- 
ded Door Knobs quickly gained the 
approval of architects and builders. 
Each month more homes and buildings 
are being furnished with 
these reasonably priced 
knobs, and dealers every- 
where are profiting by this 
sales increase. 


Unlike plated metal knobs, 
Bakelite Molded Door Knobs 
are non-corrosive and will 
not rust, stain or tarnish. 
Stronger than glass, these 
knobs will not become loose, 


and cannot be readily chipped or shat- 
tered. Bakelite Molded Door Knobs 
also afford the advantage of color and 
are available in the standard finishes of 
lustrous black, rich brown  burled 
walnut and dead black. 


Bakelite Molded Door Knobs 
are inexpensive, selling for 
considerably less than the 
average price of all knobs 
used. The National Brass 
Co., Grand Rapids, Mich., 
will gladly tell you how to 
increase your sales with a 
display of Bakelite Molded 
Door Knobs. 


BAKELITE CORPORATION 


247 Park Avenue, New York, N. Y. Chicago Office, 635 West 22nd Street 
BAKELITE CORPORATION OF CANADA, LTD., 163 Dufferin St., Toronto, Ont. 


“The registered Trade Mark and Symbol shown above 


vt S. SET. OOF. PAT. OFF. 


may be used only on products made from matenals 


Bakelite Corporation a acest “B” isthe 
uses of 
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Week of 
April 7th to 13th 


“GQ qood name ¢4 rather bs 
be chosen Chan qreatriches.”’ 


That indeed is usually the 
case but. in the merchan- 
dising business, a “good 
name’’and*’great riches 
are one and the same 
thing. A favorably known 
trade mark is the most 
powerful aid to sales and. 
with an open market in 
ALLWinchesterproducts. 
you can use this famous 
name to sell, not only 
guns. ammunition and 
metal preparations, but 
flashlights and batteries. 
fishing tackle, ice and 
roller skates, cutlery and 
tools. The name of Win- 
chester will bring you 
customers for new line 
products just as it has 
brought you customers 
for old. And you will find 
exclusive points to talk 
about in all of these new 
products just as you have 
found exclusive talking 
=— in all Winchester 
s. 


5 





















































TESTER 


TRADE MARK 





Take, for Instance, 


WINCHESTER 
Flashlights and Batteries 


HERE were guns before there was a 

Winchester but Winchester today is the 
world’s outstanding gun. There were also 
flashlights and batteries before Winchester 
began the manufacture of these products but 
we ask you today to compare the Winchester 
brand with any other make you know. 


You will find them flashlights of superior 
construction in each detail, from the octagon 
non-rolling lens cap at one end of our ex- 
clusive hook hanger at the other. And you 
will find them lights which cover the widest 
possible range of modern usefulness. 


The unique Winchester Headlight, for 
example, fills an entirely new field in flash- 
light sales and makes it possible to sell an- 
other type of light to people who already 
own the standard kinds. The Winchester 
Focusing Lantern occupies a similar position 
and the powerful five-cell focusing Search- 
light is the finest of its kind. Look over this 
whole line of flashlights and batteries and 
look over Winchester Fishing Tackle, Ice 
and Roller Skates, Cutlery and Tools at one 
and at the same time. Full details will be 
furnished by your jobber. 


[WINCHESTER REPEATING ARMS CO. 


New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 
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a OLES 


Tell ’em when 
you sell ’em 


When you sell a package of 
Empire bolts, you are selling 
an unusual product. 


Don’t be content merely to 
push them over the counter. 
Tell your customer these are 
the bolts he has heard about— 
threads as accurate as gauge- 
threads—heads_ that will not 
come off—80,000 lbs. tensile 
strength. 


Tell him to remember 


the name. 


RUSSELL, BURDSALL & WARD 
BOLT & NUT COMPANY 


PORT CHESTER, N. Y. 
ROCK FALLS, ILL. CORAOPOLIS, PA. 


San Francisco 
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They Are Demanding 
Spring Hardware! 


PRING is here! Outdoors 

1s calling, and the fisherman 
is all set to start at the first op- 
portunity for his favorite fish- 
ing place. The old timer as well 
as the novice will need new 
equipment. Are you ready to 
take care of him? 

Sporting goods is one of the 
profitable lines that hardware 
stores are now featuring, and 
HARDWARE AGE devotes eight 
pages each month to this depart- 
ment. Follow the new develop- 
ments in sporting goods and be 
in a position to identify your 
hardware store as the leader of 
the line. 


Read What They Say 
About Us— 
We are very glad to state that we 


have been receiving your weekly 
magazine promptly, and we are also 


glad to state that we are receiving 
much good from your splendid 
magazine. 


Yours very truly, 
(Signed) M. Fitzgerald, 
Supt. Hardware Dept., 
MontTGOMERY Warp & Co., 
Baltimore, Md 


We like HarpwareE AGE very 
much, It is.a lot of help to us in 
many ways. We would not miss Mr. 


Norvell’s letters for the price of the 
magazine. 
Very truly yours, 
FISHER BROTHERS, 
Java Village, N. Y. 
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rough 


ire and Flood 


HREE years ago, in April, 1926, 

downtown Philadelphia was thrown 
into an uproar of excitement by a terrific 
fire which swept through the establish- 
ment of Murta, Appleton & Co., one of 
the best known Builders’ Hardware con- 
cerns in the country. 


It was weeks before the destruction could 
be cleaned away. Thousands and thousands 
of dollars worth of stock had been 
utterly destroyed, or damaged beyond 
seemingly reasonable hope of repair. 


Included in this tangle of wreckage were 
representative samples of Forged Iron 
Hardware by McKinney. Some of them 
actually lay under water for six whole 
weeks. But when Murta, Appleton, rising 
with surprising speed and vigor from its 
catastrophe, moved to a splendid new 
location, the McKinney samples moved, 
too. For they were still useful. 
















me ra 














Sz.x weeks under water 
and tt didn’t rust! 
























HE McKinney Forged Iron Knocker 

No. 12640 shown here is one of the 
identical pieces that went through the 
Murta, Appleton fire. The result of being 
immersed in water is plainly evident on 
the mounting board. But the piece itself 
was entirely uninjured ...not even rusty. 


To be sure, the texture and beauty of 
McKinney Relieved Iron finish has proved 
to be wholly unmatchable for anyone else 
in the industry. And here is the result of 
of the McKinney rust-proofing process. 


Such outstanding advantages as these are 
the reason for McKinney progress, making 
it today just about the livest line a dealer 
can carry. McKinney Mfg. Co., Pittsburgh, Pa. 


MCKINNEY 
HARDWARE 
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A MATTER oF MERIT 


By LLEW S. SOULE 


PPROXIMATELY one-fourth of 
A the hardware merchants of the 
United States have as yet done 
nothing toward meeting the competition 
of chain stores and mail order houses. 
And yet—more than one half of the re- 
tail hardware merchants regard that com- 
petition as serious. 

These conclusions are based on per- 
sonal interviews by experienced investi- 
gators, with over 2000 retail hardware 
merchants in 387 different places, located 
in forty-three States of the Union. The 
survey was conducted by the General 
Business Research Corporation, New 
York, under the immediate supervision 
of Prof. H. F. Bergstresser, a graduate 
of the Harvard School of Business Ad- 
ministration, and a member of the faculty 
of the University of Pittsburgh. It cov- 
ered towns and cities ranging in popula- 
tion from 1000 or less to more than 
1,000,000. 

Of the more than 2000 dealers inter- 
viewed, only 888 had improved the lay- 
outs of their stores; only 558 had visited 
chain stores, mail order retail outlets, de- 
partment and other stores to ascertain 
comparative prices and selling methods; 
only 380 had studied mail order house 
catalogs to post themselves on this form 
of competition. 

It is more than probable that a similar 
condition exists in the store of indepen- 
dent retail merchants, outside the hard- 
ware trade. Is it any wonder that chain 
stores have shown tremendous growth, 
and that mail order houses continue to 
draw business away from independent 
stores? 

Independent merchants have been 
prone to attribute chain store success 
mainly to the buying power of chain or- 
ganizations. They have in effect said: 
“Give us prices and we can win and hold 
the trade of consumers.” And yet, ac- 


cording to this survey, one-fourth of 
those same merchants have apparently 
done nothing to meet competition with 
the possible exception of “crying” for 
better prices. Over half of them have 
not improved their stores to meet the 
buying habits of their customers; 27 per 
cent of them have not ‘taken the trouble 
to even visit the stores of their chain 
store and mail order store competitors ; 
18 per cent of them have not studied the 
mail order catalogs. 

In other words, a large majority of the 
more than 2000 dealers interviewed do 
not even know the prices placed on the 
merchandise by their chain store competi- 
tors. They do not know the kind or qual- 
ity of the merchandise they are compet- 
ing with, or the methods used in selling 
that merchandise. If this survey pre- 
sents even approximately a picture of con- 
ditions existing in the ranks of indepen- 
dent retail hardware merchants, then the 
hardware trade has much to consider 
besides price. 

At least one half of the chain stores 
success can safely be attributed entirely 

’ merchandising methods and display. 
The merchant who has not adopted 
modern methods; who does not display 
his goods in accordance with the public 
buying habits; who, in short, has not so 
far as is in his power, met his competi- 
tion from the purely merchandising 
standpoint, hardly deserves the prices for 
which he clamors. He would still be 
handicapped, even though he bought on 
a chain store basis. 

The independent merchant will even- 
tually get just what he earns in the way 
of both price and patronage. Those who 
deserve to stay in business and prosper 
will do so. Many of them will stay and 
prosper. Those who do not merit busi- 
ness success will be looking for another 
job. 
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Women Should Be Employed 


to Sell Hardware 


According to Majority of Letters from Readers 


Some Customers Prefer Men 


Hastincs, Nes.—‘“Frankly, we know 
conditions vary in this regard, as in 
some localities the hardware store is a 
man’s store and some resent the idea 
of women employees. However, I can 
recall when only men _ bookkeepers 
would be considered in a hardware 
store. Either the women are broader 
minded or the men are changing, for 
there are few stores in Nebraska who 
do not have a female bookkeeper. 

“We know the greater number of 
purchases for the home are made by 
women. If a store has a housefurnish- 
ing department, we believe competent 
saleswomen would be in order. How- 
ever, some customers prefer to be 
waited on by men only, as they tell 
me a woman has her own ideas of what 
they need in the home—and men are 
quicker and more agreeable. 

“As to the selling of tools, if these 
are popular-priced and are well known, 
perhaps a woman-could make the sales, 
but frankly, we believe the mechanics 
want men to take care of their require- 
ments.” 

(Signed) ArtHur A. Lawson, 
C. K. Lawson Hardware Co. 





Show More Interest Than Men 


BLooMINnGTON, Itt.—‘‘We are in a 
city of 35,000 people, and have em- 
ployed a young lady in our store as 
saleswoman and head of our kitchen 
department for more than 15 years. 
We find that a girl keeps up the stock, 
and takes more interest in the appear- 
ance of her department than a man will 
do. This results in more sales. 

“Furthermore, a young lady is more 
intelligent on the use of kitchen equip- 
ment, and we believe women customers 
would much rather buy household 
items from a young lady than a man. 
We know from actual experience, that 
when the young saleswoman. was 
out for several months on account of 
sickness and our men were handling 
the kitchen department, our sales 








Though the majority of letters 
received, in answer to a reader's 
recent query, “Should Women Be 
Employed to Sell Hardware?”, are 
in the affirmative, two letters on this 
page differ on a single point of. great 
importance. Mr. Read believes that 
women show more interest in their 
work than men but Mr. Freeman 
believes the opposite is true. This 
is an interesting angle and worthy of 
further thought. What have you to 
say?—THEeE Epror. 











showed a decrease in this department. 

“T believe that in any store employ- 
ing three or more on the floor, it will 
pay them to employ a young lady. Of- 
course it is important to pick the right 
one. Avoid ‘flappers,’ ‘smart alecks’ 
and any girl who is afraid of work, 
for in the average town under 50,000, 
and the average store, it is impossible 
to keep a girl strictly in her own de- 
partment. Of a necessity, she some- 
times will have to sell nails, screen 
wire, paint, etc. 

“We employ four men on the floor 
besides one girl. I do not think we 
could use more than one girl, although 
we have adopted the open display sys- 
tem using flat top tables throughout 
the store. 

“In our opinion the advantages of 
having a young lady on the selling 
floor far outweigh the disadvantages.” 
(Signed) Wititam G. Reap, 

G. H. Read & Bro. 


Men Show More Interest Than 
Women 


HarTsELLE, ALA.—“It 1s our opinion 
that in a store where a general line of 
hardware is carried, a lady would make 
a splendid salesman. There are many 
articles that could be sold to advantage 
over the sales counter by the lady. 
There is one disadvantage to the lady 
salesman; that is, as a rule, she does 
not take as much interest in sales as a 
man does.” 

(Signed) J. E. Freeman, 
J. E. Freeman Hdw. Co. 





Must Have Saleswomen 


Savanna, ILL.—“We. have employed 
a lady clerk in our store for the past 
thirteen years and would not do with- 
out one. 

“Further than this, when we moved 
into our new store in 1919, we installed 
a ladies’ rest room in our store and 
find that it has more than paid for the 
space it takes up. Our town is 5268 
according to the last census and it is 
mostly railroad trade. We are situated 
on the Mississippi River with no bridge 
across and our farm trade is very small, 
but we find that about 75 per cent of 
the buying is done by the women.” 
(Signed) J. F. Wirnwart, 

J. F. Withhart & Son. 


_ 


Women Just as Efficient as Men 


GREYBULL, Wyo.—“A woman can 
be just as efficient as a man if she is of 
the right caliber, in fact, on a great 
many lines carried in a hardware store 
—more so. We once had a lady book- 
keeper in a lumber yard where no hard- 
ware was handled; she was very busi- 
nesslike and could sell most anything 
we carried, including lumber. On 
paint sales, she was better than most 
people. This woman had no ‘flapper’ 
ideas and her judgment was respected 
because it was good.” 

(Signed) R. E. Foe, 
Foe-Saunders Lumber & Hdw. Co. 





Successful in Variety Stores 


Morris, Itt.—‘‘We have not had 
much experience in this matter but 
want to get started. We believe that 
all that is necessary to ascertain 
whether or not women will be suc- 
cessful or not is to take a look into 
a good variety store. 

“We have been looking, figuring and 
wondering just what is necessary. We 
believe all that is necessary is to use 
a little care in selecting good, intelligent 
girls or women and then train them to 


| sell.” 


(Signed) H. V. Massey, 
with Albert R. Newport. 
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of children is the keynote of the Children’s Day 

Promotion Committee, which is now planning 
for the observation of Children’s Day, June 15, in as 
many communities as possible. Hardware merchants 
everywhere are invited by the committee to take the 
leadership in making the day a community affair with 
games, contests and 
gifts to attract all of 
the young folk (and 
their elders) to a 
happy day’s school- 
ing in the needs for 
the annual play sea- 
son. 

The idea is the 
Children’s Day, com- 
ing at the beginning 
of the vacation 
period, should be 
utilized to organize 
juvenile play and 
sports for the season 
when children are 
not under the re- 
straint of school 


\ HAPPY, healthful and safe vacation for millions 






















HILDREN’S L)AY— 


rules. It is intended to promote safety and beneficial 
amusements. 

Special stress will be laid on back yard and school 
playground equipment—slides, teeters, merry-go-rounds, 
sand boxes and similar articles which are group equip- 
ment rather than individual playthings. The remarkable 
advance in design and manufacture of this equipment 
in the last few years has made such units available 
to practically every family that has a yard, roof 
or porch space. 

The value of this equipment as a safe amuse- 
ment center is unquestioned, either in school 
yards or on home premises. Children playing, 
with this equipment as the center of interest, can 
he organized for continued play and are much 
less likely to wander into dangerous highways. 





Gome to Chanute 


Saturday, June 16 
Between 10 A. M. and 4 P. M. 


COME TO CHANUTE FIRST ANNUAL CHILDREN'S PLAY DAY 


A Day of fun, entertainment and training for every boy aiid girl in Southeast Kansas. 


FOR GIRLS — Races, Hoop’Relays, Obstacle Races, Human Croquet, etc. — 
Medals and Ribbons for Winners. 
FOR BOYS — Track Events, Races; Relays, Marbles, Jacks, Horse Shoe Pitching 


Dr. Garfield Weede, Atheltic Director, Pittsburg Teachers College and staff of assist- 
ants will judge all Athletic Events. 


Prizes for Winners. 
BRING YOUR PETS FOR THE EXHIBIT — PRIZES FOR WINNERS. 


Big Picnic Dinner at Noon 


Narsery for Children under 5 years of age — Trained Supervisors in charge. 
PLAY GROUND DEMONSTRATION FOR RURAL SCHOOLS — 
ander direction of Physical Training Department, Pittsburg Teachers College. 


ADDRESS BY DR. W. A. BRANDENBURG, PRESIDENT K. S. T. C. 
Prizes for most perfect babies in Southeast Kansas. Direction Red Cross. 
BOY SCOUT JAMBOREE — 500 Scouts, SeKan Area in Camp 


Merry Go Round — Ferris Wheel - Swings and Playground Equipment Galore. 


Grand Parade of All Children at 1:45 With a 
Free Gift for Every Child 


ey 


_ in charge of the Children’s Day 
observance in Chanute, Kan., invited the 
people of neighboring communities to attend 
their celebration, using posters and news- 
paper advertising. 

Above: Children such as these will be pro- 
tected from the dangers of street playing by 
the proper play equipment. 


























HARDWARE AGE for APRIL II, 1929 73 








Child safety 1s keynote—Merchants asked to pro- 
mote community spirit and to show backyard and 
public playground equipment with a view of keep- 
ing children off dangerous traffic streets during 
vacation months—Group amusements to be en- 
couraged in spirit of sportsmanship. 


Schools and camps where organized play is enjoyed by the youngsters, and in home premises where 
healthy children are amused throughout their playtime modern play equipment fills a prominent place 


It is believed that through the leadership of hardware 
merchants that the public can be interested in this 
equipment either for private purchase or for school 
yards. It is known that in the cities where street traffic 
danger has been acute for a number of years, the play- 
ground movement in school grounds, parks and special 
plots is keeping thousands of children off the streets, 
thus helping to minimize traffic dangers. The effort 
now is to extend this organization to the smaller com- 
munities. 


The Children’s Day Promo- 
tion Committee in carrying 
this appeal to the hardware 
merchant, recegnize his com- 
munity leadership and his 
knowledge of the situation 
through his close association 
with family people and their 
home wants. They note also 
his leadership in the distribu- 
tion of outdoor play equip- 
ment through his selling of 
wheel goods, sporting goods 
and similar hardy and con- 
structive out of door play ma- 
terials. 

Children’s Day—the third 
Saturday in June—was orig- 
inated by the American Doll 
Manufacturers’ Association. 
Under this sponsorship dolls 





were featured but the promotion was extended to other 
playthings. Later toy makers joined in the movement. 
The date was selected because it is the beginning of the 
vacation season, when children need assistance in adjust- 
ing themselves to the new conditions. Also it coincides 
with the date of Children’s Day in many churches. 
The former appeal to merchants was chiefly for spe- 
cial show window or other displays of playthings in an 


(Continued on page 129) 
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A CHILD’s Roo 


to Encourage Self-reliance 
By EUGENE SCHOEN 


P | SHE child’s 
bedroom 
and _ play- 

room has been 

planned to 
stimulate and 
meet the needs 
of the growing 
youngster. Sani- 
tation, caretak- 
ing, and equip- 
ment have been 
given important 
consideration. 

The furniture is 

simple, and _ be- 


ing constructed of aluminum it is easily handled by the 
child itself. It is adjustable, so that the pieces may be 
raised to accommodate the child’s growth. 
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A feature of the season at the Metropolitan Museum of Art 
is the eleventh exhibition of American Industrial art, desig- 
nated as “The Architect and Industrial Art.” The exhibi- 
tion is grouped by room and office units to best display the 
various articles in relation to use. With permission of the 
Museum we herewith present a photograph of the exhibit 
designated as “‘Child’s Nursery and Bedroom” together with 
a description by Eugene Schoen, the designer. This pre- 
sents, we believe, thoughts which have a direct bearing on 
the selection of playthings. Recently there have come into 
the market numerous racks and chests designed for toy stor- 
age to keep order in the playroom. 





The desk has 
been designed 
as an esthetic 
workbench, 
equipped with 
compartments 
for papers as 
well as with a 
drawing - board. 
The walls, cov- 
ered with a sani- 
tary cloth, per- 
mit the child to 
experiment with 
decorative colors 
that can be re- 


moved if desired. In the lighting an attempt has been 
made to simulate sunlight, and to this end there have 
(Continued on page 124) 
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put-put, trade-mark of the outboard and warning 

of its approach is to be no more! The swain can 
bring his lady to her dock at midnight without parental 
notice and the fisherman’s complaint is without founda- 
tion, for the outboard has been muzzled! 

Outboard motors with silent exhausts were the center 
of attraction at the recent Motor Boat Show held in New 
York City. Dealers, sportsmen and men of the street 
queried, “What, no more bark! No more fumes! No 
more loss of speed from back-pressure! Can it be true!” 

While ice was on the waters of the North, outboard 
manufacturers worked on the final steps to bring their 
children into polite society. For long they had been 
excluded from the quiet sanctity of exclusive waters. 
The incessant put-put-put, day or night, made the out- 
board an alien. Something had to be done, said the 
manufacturers. So they brought out the operation table 
and set to work. They took the motor apart, studied 
the parts, called in specialists and finally decided that the 
bark must go. 


UY [ NHEY’VE operated on the outboard! That put- 


H OW was this to be done? In one of the new models 
shown in the 1929 exhibit, the exhaust gases are led 
downward through a thick-walled, welded aluminum 
pipe to the top of the gear housing. Cast passages here 
carry the exhaust gases to and through the hollow water- 





They've Operate 
on the Outboard! 


Silent Speed and many other new 
features included in 1929 Models 


at heme * Si 


guide and are carried out under water by suction as the 
motor drives. Sounds simple, doesn’t it? Yet thousands 
of dollars and many months of patient toil and experi- 
mentation were spent to muzzle the noisy outboard. 

The manufacturers, not satisfied with performing a 
major operation, decided that while they were doing the 
job, they might as’ well do it right and take out some 
more troublesome factors—a few minor operations. 
They probed and found excess vibration, troublesome 
starting, lack of adequate power and many other rough 
spots that needed polishing. - 


As a result of the operations during the recent winter, 
one new two-cylinder motor can leap from 3 to 45 miles 
an hour in a few seconds! 

Other outboards can traverse the measured mile in 
anywhere from 35 to 40 miles an hour. Greater piston 
displacement was obtained through redesigning and in- 
creased speed and power through the perfecting of the 
four cylinder motor. 

The new models are practically self-starting. Gone is 
the spinning, the aggravating spinning of the fly-wheel. 
By the introduction of release chargers and spark in- 
tensifiers, the effort of pulling the flywheel is scarcely 
felt. 

How often have you wanted to get the tobacco pouch 

(Continued on page 124) 
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HE hardware merchant who is look- 
ing to the future of his sporting 
goods trade will watch closely the 
rapidly increasing camping habits of motor 
car owners. Novelty has persuaded many. to 
try camping “just once” and then they 
have become confirmed campers. As a re- 
sult, much money that formerly went to 
railroads and hotels now goes to the hard- 
ware merchant who supplies camping 
equipment. If the merchant sells wisely 
these campers come back year after year 
for additions and replacements. 

The motor car is, of course, the founda- 
tion of the camping trip. It being the 
most expensive item of equipment, the trip 
is the outcome of a desire to get the most value from the 
car. Next comes the tent, an item of major importance, 
since it must withstand all kinds of weather. Six or 
eight years ago the tent might have been anything from 
a tarpaulin lean-to or heavy army type to an umbrella 
tent. You could then count on your fingers the known 
and reliable tent and camp supply manufacturers, but 
today the manufacture of tents has become a many mil- 
lion dollar industry. 


’ \ HILE there are many types of tents available, for 
motor camping needs, light weight drill, known by many 
trade names, is a popular tent fabric today. The tent 
must be water, damp, chill, mildew and dust proof. It 
must be of good drill, light, easy to erect and to pack. 
It should have well screened door and windows to repel 
all flying and buzzing insects. It should have a sewn-in 
floor (waterproof canvas, not the light drill of which 
the rest of the tent is made) to keep out poisonous rep- 
tiles and all crawling and creeping life. 


OTORIST-CAMPER | 






Advice from one who 
has pitched his tent 
in all sections—from 


Florida to North 
Ce a 














A tent that incorporates these desirable features is one 
of the numerous reliable tents of the umbrella type. The 
center-poled ones are lighter and there is no objection to 
the pole, but the clear floor space tents give more room. 

In any case such a tent need not weigh more than fifty 
pounds, packs into a waterproof bag in a very small! 
bundle, and carries easily on the running board or trunk 


rack of any car. This easily handled tent may well be 
termed a one-man tent. 

There is a National Association of Tent and Camp 
Supply Manufacturers which maintains standards, and 
any retail hardware dealer can through that association 
get in touch with any of the makers. The experienced 
motor camper is sold on the well known makes of tents 
and camping equipment, has found that they will do all 
that the makers claim for them, and is in position to 
advise the novice, who probably has experimented with 
inferior kinds. 

Cheaply made low price tents are likely to leak like 
sieves the first time they are put to the test, and when 
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repairs for this type of tent are needed they are not to 
be had for miles. Standard makes and the supplies for 
them are to be had in almost any town at uniform prices. 
Such a tent pays for itself, by saving hotel bills, on the 
first trip of a couple of weeks or a month. With proper 
care it is serviceable for six or eight years. 


‘Lax TS may be sold for week-end camping at nearby 
places, and they are handy as hot 
weather sleeping quarters even for 
the non-camper. 

The hardware merchant should 
take the opportunity to cash in on this 
growing tendency of the people to get 
out in thé open. He can help to at- 
tract motor campers by having a 
tourist camp provided in his commu- 
nity, organizing tourist clubs, pro- 
moting good roads associations, etc. 


2 | isa PROFITABLE CUSTOMER 


A camping outfit set up in the store with the many 
accessories displayed about it will remind the motor car 
owner of the many pleasures and benefits to be derived 
from this healthful kind of outing. And, once the camp- 
ing idea is started in a community it spreads rapidly, for 
one enthuasiastic outdoorsman tells his neighbors and 
new customers are made. It is a very profitable line of 


merchandise and a builder of good will for your hard- 
ware store. 












The photographs on these pages give evidence 
of the wide range of country visited by the 
author of- this article. They were taken in 
Florida, Adirondacks, Michigan and on the 
pre-Cambrian rocks of Northern Ontario, 
where no soil in which to drive pegs was avail- 
able. The tent is held in place by stones. 





Cool Stores to Attract Customers 


HE movie houses have given department stores an 

inspiration in regard to attracting custmers. R. H. 
Macy & Co., New York, will lower the temperature of 
their store to 10 degrees below street temperature. As 
the picture palaces have succeeded in turning the sum- 
mer from an extremely poor season into a most profit- 
able one, department stores expect to change the sum- 
mer slump to a season of increased selling. Fourteen and 


a half million cubic feet of washed and cooled air will 
be pumped into the store by aid of thirteen pumps, seven 
motor-driven air supply fans and a 700-ton refrigera- 
tion plant. Many hardware stores may, by installation 
of fans, reduce the temperature of their premises con- 
siderably, during the hot months, even though the ex- 
pensive equipment is prohibitive. The value of a cool 


store in summer is not easily overestimated. 
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New U. S. Ammunition 


The United States Cartridge Co., 111 
Broadway, New York City, has announced 
three new items in its 1929 line of ammu- 
nition. 

The new features are the U. S. Ajax 


Heavies long range loads finished in lac- 
quer, the .410 Climax Heavies, as well as 
the regular Climax .410 loads primed with 
the self-cleaning type of non-corrosive 
priming mixture, and .22 short, .22 long, 
and .22 long rifle rim-fire cartridges with 
solid lead bullets coated with copper. 

It is claimed that the lacquered Ajax 
Heavies, which are available in 12, 16 and 
20 gages, are not only very attractive in 
appearance but, because of the lacquering, 
have improved waterproofing qualities and 
a better crimp. 

The priming mixture in the self-clean- 
ing .410’s is the same non-corrosive primer 
that is used by the United States Cartridge 


Co. in their self-cleaning line of rim-fire 
and center-fire cartridges. 

The coppered .22’s were put out to meet 
the demand for this type of cartridge, and, 
in addition to having copper-coated bullets, 
are primed: with the self-cleaning mixture. 


A Popular Priced Golf Ball 


A new golf ball designed to sell at a 
popular price has been recently placed be- 
fore the trade by Seiberling Latex Prod- 
ucts Co., Akron, Ohio. 

The “Hornet” golf ball is the same size 


as any regulation golf ball and weighs 
about 114 oz. The cover is genuine balata 
of a very tough quality and is extremely 
difficult to cut. The ball is reported to be 
very good for distance drives and true in 
flight and roll. Three “Hornet” balls are 
packed in a handy carton, and twelve 
cartons (36 balls) in an attractive display 
container. Economies in manufacture 
made possible a ball of this quality at the 
popular selling price. 


A Miniature Electric Range 


The Metal Ware Corp., Two Rivers, 
Wis., announces a new “Empire” minia- 
ture electric range, a miniature model of 
the “Empire” kitchenette range. 

Because of its small size, this new edu- 
cational toy is placed on the market at a 





much lower price than the larger models, 
yet the stove really cooks and bakes. Any 
little girl over six years of age can easily 
manage it and, with the help of mother, 
learn to cook, to prepare dainty dishes for 
parties, or play house, says the maker. 
The stove is attractively finished with 
colored panels of green or blue, that fol- 
low the modern color trend in kitchens 


and on big ranges. Three aluminum cook- 
ing utensils—percolator, pie tin, cake and 
bread pan—are furnished as_ standard 
equipment, in addition to the 6-ft. cord 
and plug for attaching to any standard 
light socket. 

Size, 6% in. x 12 in. x 10% in. 


“Play Maid” Line Additions 


In recent months The Harvey Mfg. Co., 
450 W. Spring St., Columbus, Ohio, has 
added several new numbers to its “Play 


Maid” line of indestructible doll beds. 
The ‘Mary Jane” doll bed is made of 

steel and can fold up. It has an attractive 

cane design and can be secured in pink, 


blue or green. The spring is of link fabric. 
Made in two sizes, 12 x 12 in. and 15 x 
26 in. 

The “Joan” bassinette has been propor- 
tioned to make a most pleasing appear- 
ance. A 17 in. doll can lie down in this 
bassinette which measures 814 x 17 in. It 
is strong and durable; attractively finished 
in blue, green and pink and has specially 
designed decalcomanias. Natural wood 
wheels are standard equipment. 





Modart Game Board 


The Modart Game Board is a prod- 
uct of the Toohey Manufacturing Co., 
2 Second Street, Troy, N. Y. 

This is a home game for the whole 


7) ODART 
J CANE BOALD ) 
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family, and is a newcomer in the line 
of games. 

The game requires no experience or 
skill to play. It plays High Score, Game 
201, and the game of baseball. This can 
be played by teams on each side and is 
said to be as exciting as the regular out- 
door game. 

The board is 20 in. square, of heavy 
fiber construction, with soft metal inserts 
separating the different number spaces. 

This company also manufactures a com- 
bination easel and game board, adapted 
for rooms where there is not sufficient 
wall space to hang the board. 


Two New Horton Tackle Items 


Two new items have been placed on 
the market in recent months by The Hor- 
ton Mfg. Co., Bristol, Conn. The Meek 
Fly Reel No. 55 is made of aluminum 
with a tool steel click gear. It also has 
tool steel click blocks which have been 
hardened and tempered. The spool post 
and bushing are of high grade bronze. The 


reel is finished in black and easily taken 
apart for cleaning and oiling. 

The company has also perfected a new 
alignment device. Through a unique ar- 
rangement it prevents the joints of a fish- 


ing rod from twisting. This is an ex- 
clusive “Bristol” feature and will be used 
on all “Bristol” jointed rods. 
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Results of Tests of 


(GROOVED NAILS 


By the Forest Products Laboratory, 
Madison, Wis. 


FFORTS have been made from time to time to 

improve wood construction by changing the form 

of the nail or its surface conditions, say L. J. 
Markwardt and J. M. Gahagan of the Torest Products 
Laboratory* in their report on the interesting features 
brought out by tests. 

The nail-holding properties of wood and the influence 
of such factors as species, time, moisture condition and 
changes in moisture have long been under consideration 
and study at the Forest Prducts Laboratory because of 
their significance in the use of wood. 

The grooved nail is one of the most interesting of the 
various forms studied. The results have shown that 
it has certain definite advantages, but the data so far 
obtained are not adequate to permit a definite appraisal 


NAIL TYPES 





Grooved Nai/ Round Nail 


T YT 








Enlarged Cross Section 


of the effect of time and moisture changes in the wood 
on its: efficiency, both of which are important factors 
in use. : 

Shape and Size of the Grooved Nail 


The grooved nail approximates a square in cross sec- 
tion but has rounded corners, and as the name implies, 
each of its four faces or sides has a vertical groove along 
the center that extends throughout the length of the 
nail shank. (PI. 1.) These nails were compared with 
7d plain round nails, which were used as controls in 





* Maintained by the Forest Service, United States Department of Agri- 
culture, at Madison, Wis., in cooperation with the University of Wisconsin. 








Machine used to test grooved nails 


tests made to determine their relative resistance to with- 
drawal under different conditions. The two types of 
nails while of approximately the same size, are not 
identical in cross-sectional area, perimeter, surface of 
contact or weight. 


Adjustment Factors Make Comparison Possible 

Adjustment factors based on surface area were applied 
to the results of the tests in order to compensate for the 
differences in shape and size, since in general the holding 
power of nails has been found to vary with area of sur- 
face contact. 

The adjustment factor for area of surface contact is 
the ratio of the area of contact of the round to that 
of the grooved nail. To get the area of contact of the 
grooved nail it was necessary to measure rather than 
compute the perimeter. The measurements were taken 
on sections which had been photographically enlarged. 
The cross-sectional area was also obtained from these 
enlarged photographs by means of a planimeter. The 
adjustment factor for weight was obtained by taking 
the ratios of the square roots ‘of the weights of equal 
lengths of both types of nails. This is the same as the 
ratio of the square roots of the cross-sectional areas 
except for a small difference due to experimental error 
in measuring the area of the grooved nail. A direct 
ratio cannot be used since nails of small diameter have 
greater area of contact per unit weight than those of 
large diameter. 

The tests used in the study were limited to a deter- 
mination of the static force required to withdraw the 
nails, the maximum load in pounds being recorded. A 
testing machine equipped with a special gripping device 
was used in pulling the nails. 

Five series of tests were made on the round and 
grooved nails. The first series had as its object the 
determination of the holding power of the two types of 
nails with original surfaces. The purpose of the other 


(Continued on page 92) 
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IS THE JOBBER PASSING? 


By SAUNDERS NORVELL 


M4 YVHERE is one question that is asked me time 
after time. It seems to me it is as old as the 
hills, but it keeps bobbing up. 

Just this morning an important manufacturer tele- 
phoned, asking for an interview. When he called, he 
explained that there was a very important problem be- 
fore his Board of Directors, and before he attended the 
meeting where this problem would be discussed, he 
wished to have a very frank and straightforward talk 
with me on this problem. I settled myself in my chair 
and wondered what was coming. Then, to my surprise, 
he sprung the same old question. 

I gave him my views. I called his attention to a lot 
of facts. I reviewed the experience of a number of 
other manufacturers. When this gentleman rose to 
leave, he thanked me for the interview and was good 
enough to say that I had cleared up his mind on this 
subject and he now knew just what course to take at 
the meeting of his Board of Directors. 

This gentleman is a manufacturer, and the larger part 
of his life has been devoted to actual manufacturing. 
Others in his business have taken care of the sales 
policies of the company. Therefore, it was not to be 
expected that he would be in as close touch with this 
problem of distribution as men who devote their lives 
to selling. 

As it was time for me to dictate my weekly article, 
1 thought even if this is an old question, even if it has 
been well thrashed out before, the question is being 
asked so frequently, possibly it may be valuable to some 
of the readers of Harpware Ace for me to cover 
this subject, even if only in a very superficial way, as it 
can only be covered superficially in a short article like 
this. 


7 question is—Is the hardware jobber passing out ? 
This manufacturer had been reading cf the tremendous 
increase in the sales of the mail order houses and of the 
tremendous development of chain stores. He had seen 
figures indicating their increased sales, their increased 
profits and the great advances in the market prices of 
the chain store stocks. He had heard of what the chain 
stores have done to the wholesale grocery houses. 

Some of his friends had told him that in laying his 
sales plans for the future, he had better figure on the 
passing out of the hardware jobbers. He had been 
warned if he threw in his lot with the hardware jobbers 
of the country, he was sure, in a few years, to find that 
his business had gone, because the business of the hard- 
ware jobbers was going. 

My friend was very serious. His business has been 
in his family for several generations. He realized the 
great changes that were taking place in distribution, and 
he did not wish to make the mistake of sticking to an 
out-of-date method of distribution and waking up some 
fine morning to find that his business was gone, just as 
many other old concerns have awakened and have found 


themselves stranded on the beach, because the current 
of distribution had found another channel. 

Now here, briefly and superficially, is what I told this 
manufacturer: There are more hardware jobbers in the 
United States today than ever before in the history of 
the country. These jobbers are distributing more hard- 
ware, in proportion to the total amount of hardware 
used, than ever before in the history of the country. 
Never before in all the years of hardware merchandis- 
ing have the jobbers of this country been better equipped 
in building facilities, in organization and in intelligent 
personnel to distribute goods. 


Wir a smile and a twinkle of the eye, I explained 
to him that some of the trouble in the distribution of 
hardware and kindred lines through the jobbing trade 
was not because of a lack of efficiency on their part, but 
because of too much efficiency—not because they lack 
capital, but because they have too much capital—not 
because they are lacking in aggressiveness, but because 
they are too aggressive. 

I described to him the equipment for buying, ware- 
housing and selling goods not only of the leading job- 
bers of the country, but even of the smaller jobbers. 
Never before in the long history of hardware merchan- 
dising in this country have the jobbers been so well 
equipped to take care of the business, and never before 
have the jobbers rendered the remarkable service they 
are now giving to the retail trade in distributing mer- 
chandise. 

There are many factors that have led to this. First 
of all, is the very intelligent study of warehousing and 
distribution on the part of the present heads of the 
hardware jobbing trade. Great buildings for the stor- 
ing of hardware have been erected conveniently along- 
sid¢ the railroad tracks. Jobbers and their head men 
have traveled all over the country studying what has 
been accomplished not only by other jobbers in organiz- 
ing for economy and efficiency in distribution, but they 
have also studied what has been done in other lines. 

I think I can speak with some authority on this sub- 
ject, because I first went into the hardware business as a 
boy, as a stockclerk, in 1881. That, I regret to say, is 
just forty-eight years ago. Afterward I traveled in 
every State in the United States, and in these travels I 
came in contact with hardware jobbing houses. In recent 
times I have also traveled over the United States, and 
I have seen the modern jobbing house. I am therefore 
in a position, in this period of forty-eight years, to com- 
pare old conditions with the new—the old jobbing hard- 
ware houses with the new jobbing hardware houses. All 
I can say is that language simply fails me in drawing 
the comparison. The modern and up-to-date jobbing 
house is so far ahead of the oldtime jobbing house in 
every respect, of economical warehousing, of accounting, 
of service, that there just isn’t any comparison. 

Modern inventions of all kinds have brought this 
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about. In the old days, the hardware jobbing house was 
frequently uptown, frequently a mile from the railroad 
tracks. Now that in almost every instance is changed. 
Either the railroad track has been brought up alongside 
of the jobbing house, or the jobbing house has been 
built alongside of the railroad track. Merchandise is 
loaded and unloaded from the cars into the buildings. 
The old waste of trucking-in goods has been eliminated. 

In the old days, city deliveries were made by light 
one or two-horse wagons. Country orders were de- 
livered to the trains by two-horse wagons. The whole 
delivery system, as I remember it, was slipshod and 
easygoing. Now deliveries are made when necessary 
to the trains by enormous motor trucks, and deliveries 
are made for a long distance to the retail dealers in 
the suburbs of every city by swift moving motor trucks. 
Here in New York City I am informed deliveries are 
made by truck free of charge to the retail trade in all 
suburbs and towns within a radius of fifty miles of the 
City Hall. 

All of you know these things. Just to repeat these 
facts may be tiresome, but all, especially the younger 
generation, do not know how primitive was the service 
of the jobbers in the old days. 


E VEN some of the great minds in the hardware busi- 
ness of the past generation did not realize the develop- 
ments that were ccming in the jobbing of hardware. I 
think it was in 1897, when I was sales manager of the 
Simmons Hardware Company, that E. C. Simmons 
and I. W. Morton, at the end of that year, called a 
meeting of the heads of the departments one night at 
their office. I am not quite sure of the year, but it was 
about that time. This meeting was in December. We 
had had a very bad year. Both Mr. Simmons and Mr. 
Morton spoke at this meeting. 

I remember distinctly what Mr. Simmons said. He 
stated that we had had a bad and unprofitable year ; that 
there was not enough profit in the hardware business to 
justify the capital invested and the amount of labor in- 
volved. He stated it was becoming harder and harder 
all the time to do business. I remember he especially 
stressed the fact that manufacturers were going direct 
to the retail trade and were taking the best accounts 
away from the jobbers. He stated if he could sell out the 
entire stock of the Simmons family in the institution at 
a fair and reasonable price, he would be glad to do so 
and go into banking. 


Me. MORTON spoke along the same lines. He told 
of the difficulties confronting the jobber, and he also 
questioned the future of the jobbing business. These 
talks are just as clear in my mind as if they were de- 
livered yesterday. Naturally, they had a very depressing 
effect upon the department managers present. If any of 
us had been contemplating a request for an advance in 
salary, we certainly changed our minds. 

The funny part of all this follows: The following 
year the market changed. The Simmons Hardware 
Company that year, for the first time in their history, 
earned over a million dollars’ profit and declared a divi- 
dend of 20 per cent on their stock. 


I have often thought of this experience. The trouble 


with both Mr. Simmons and Mr. Morton was they were 
too close to the business. Another trouble was that they 
were thinking of the business in terms of just one year, 
when every business man should realize that business 
travels in cycles. No line of business should be judged 
just by one year’s operation. 


age the hardware trade, for instance. Just at present 
I know some hardware lines are being demoralized by 
excessive competition, but just take a cycle of ten or 
twenty years in the hardware business. Look back and 
see what has happened. In 1913 hardware was con- 
stantly declining. Probably that year hardware in prac- 
tically all lines reached bottom. Then came the war, 
and immediately there were advances in the prices of 
hardware. Jobbers made money on their inventories. 
They obtained splendid profits. The entire hardware 
trade of the country, almost without exception, benefited 
very largely from war conditions. 

There were certain benefits that came that have hardly 
been appreciated. A salesman, for instance, not selling 
any more goods in wartime doubled his sales. The 
increase was not in goods but in value, but profits were 
made on these increased values. In other words, if 
axes jobbed at $4.50 per dozen, and if a jobber made 
20 per cent, his profit was ninety cents. But when the 
same axes, with the same expense for handling, went to 
$15.00 a dozen and the jobber made 20 per cent, he was 
making $3.00 a dozen instead of ninety cents, with ex- 
actly the same amount of effort. 

Refer back to Harpware Ace, when Oliver Brothers’ 
comparative price list was published, and compare 
the price on staple items in the hardware line in 1913 
with 1928. You will be surprised to see how much 
higher hardware prices are today, nothwithstanding the 
declines that have taken place in many lines in the last 
few years. 


Some hardware jobbers may feel that they are not 
earning sufficient profit. They may be depressed on 
account of competition. At least, a good many of them 
talk that way, but just let these jobbers stop and think 
about the amount of money they invested in their busi- 
nesses about twenty-five years ago, and the amount of 
money now invested. I presume that in the twenty-five 
years the average jobbing house has trebled or quad- 
ruplicated the amount of capital in their business. This 
capital has not come from the outside. It has come from 
the profits of the business, but now that they have such 
a large capital earned in the business they are very much 
worried just because they cannot make what they con- 
sider a reasonable return on this large capital. If they 
would figure up the amount of capital they had twenty- 
five years ago they would find in most cases that their 
present earnings would make a very excellent percentage 
showing. 

This, of course, is written with a smile and a twinkle 
of the eye. The situation in the jobbing business today 
in this respect is not much different from manufacturing 
and other lines, nor is it any different than the land 
problem. If a farmer can grow good crops on land 
worth $50.00 an acre, he is doing well on his invest- 
ment.. He is happy and contented, but if his land is 

(Continued on page 130) 
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Five Lessons in Hardware 


By GUY HUBBART 


OW and then a big-space, big-day ad is worth There are 45 single items in the ad. They cover prac- 


study, even though the space represents many 
times the amount ordinarily used by the average 


hardware store. 

An example is 
shown here. The 
space area is 97.5 in., 
five columns wide by 
19.5 in. deep. 

Why is it so big? 
Because it has a big 
idea behind it: the 
stimulation of season 
business at a_ time 
when the most busi- 
ness can be had—the 
middle of March, the 
17th, to be exact. And, 
incidentally, April has 
several dates just as 
good ; so has May. 

Every hardware 
merchant knows the 
big volume dates in 
his town but few seem 
to see the advertising 
value of the dates. 
For example, if for 
several years the sec- 
ond business day of 
the second week of 
April (or any other 
month) shows up ex- 
tra good, the day or 
two days previous is 
the day to run an ad. 
The fact that volume 
of sales runs high on 
a certain day regularly 
for three to five years 
proves that the people 
of your town have 
regular buying habits. 
(A good reason for 
keeping daily records 
of sales.) 


First Lesson 
But to get back to 
this ad and the ad- 
vertising lessons it 
teaches. First, notice 
the list of items. 








Kilchen scales 
1.00 


wel etelon mules 


HALBACH-SCHROEDER CO. 
Quincy's Big White Store 


Tea Kettles 
$2.98 


Ortewold cast aive'sum ten ket- 
ties. 5 gt. sae. ext apecal. 





Kilchen Chairs . ,. .$1.00 
VT ety a! i lohan chairs,  Cheiee ot 
. re. High decorated back, 

* feet. No bitchen completo 

oul oe. 


Hampers . . ¢.......88e 
thes hampers of clean smooth 
lint, Sturdy woven with @ ve 
' Choice of large and 
fam sizes 
Waffle Irons. . ... $1.00 
Griswold waffle irons with heavy 


Vi oa ron base. Polis hed irou 
kel p ated handles, 


Samoline . . 
e 


ware. Pint size, 


Floor Mops . nw.-.....49¢ 


Choice of oil or chemically treated 
mops. For a and polishing. 
Designed to get into corners. Each 

in a tin box. 





Special 
9 O'clock 
one hour only 
Floor Wax 
49c 


Johnson's floor wax for 
finishing high grade 











Tourist Jugs ; ........ $1 
Insulated with burnt cork. Keeps 
foods and hot or cold. Sani- 
tary white liner. Aluminum stop- 
per. Green and blue. 


Elgin Ovens . ......$1.79 


All metals ovens for quick baking 
om any stove. Saves and gas. 
a size. Rust proof 
met 


Wash Boilers . ..... $1.98 


large size wash boilers with cop- 
ec bottom and heavy tin sides. 
‘ood handles. Tight fitting cover. 


Made from 


‘te 
wall and ceiling. 


Pive foot step ladders. Extra qual 
ity. Fully rodded. Inside 
ing handle. Front shelf. 


rigid. 


ironing Boards . .....$1 
ee enh 
Jes.ed at it grain woods. Ad. 

justable to two heights. A bargain, 


Scrub Mops . ........98¢ 
Buy one self wringing Betty 
Bright water mop and one ten 
quart Wheeljng galvanized scrub 
or water pail free. 


Food Choppers. .. 

Universal food choppers. Medium 

size for cutting meats vege- 
bles, tried 

housekeeping. 


Spring fills us all with new color—new enthusiasm—uard to keep pace with the 
season bring your house up to date. Make things fresh-lovking and bright—and we 
this sale of housewares to help you do it efficiently and economically. Kitehen uéen- 
sils--houachold accessories -— furnishings. Buy during this March sale—prices are 
unusually low. 


Starts March 17th 
Last All Week 


Mirro Aluminum 
Utensil Specials 
$1.25 covered skillets . ....$1.00 
$1.96 French Fryer. . .....$1.59 
$1.25 Convex sauce pans ...$1.00 
$3.50 Tea Kettles . $2.98 
$2.15 Coffee percolators ... .$1.89 
SOc Countain cake prs . .....38¢ 

$2.15 Double boilers . . 


Bird Cages With 
Stand $5.95 
oe special and extra size, brass 
ird cages with col 
mine F, in duco ‘am rally 
equipped. 
Mop Head and 
Stick 29¢ 
A heavy mop of linter yarn, cut 
taped tops. with « 


ends and 
stick stamped steel y oy with 


heavy spring, hardwood handle. 
Lisk Enameled 
Roaster $1.00 

‘To introduce this new lisk roaster 

with enameled inner tray, we will 

sell a limited number at half price, 

grey triple coated ename!. $2 value. 

White Willow Clothes 
Baskets $1.00 

Heavy bleached while willow 

clothes Baskets, no projecting 

ends reinforced tops. strong han- 


dies and bottom, large size special- 
ly pri 


Economy Basement 


Wash Boards . ...... 49 


Colored Bins. . ....... $1 


Colored vegetable bins. All metal. 
Separate compaitments for pota- 
toes, cabbage, onions, etc, 
Choice of three colors. 


Absorene, 3 for. ..... 25 
Cleans wall paper, wanton 2 “pee 


and wood work. Econom 
) easy to use “oN wen Boog 


RSS 
ae 


Golden star furniture poish fi 
cleaning and pee all kinds of 
furniture, woodwork, etc. Regular 
BOe size. 


Dish Pans . + » 9c 
15 qt. double cos! ah oval 
dish pans. 3 ond sapien. Baas 
fimsh grey euamel. On a heavy 














r $1.50 value. 


Ghote... on nc csccces $1 
Griswolds heavy cast iron skillets, 
A No. 8 and No, 3 size both for the 
price of one. During this sale only. 


Dust Cloths. ........ 29¢ 

A size dust cloth treated with 
oll. For dusting and pol- 

— furnitere, woodwork, autos, 


Dutch Ovens . . $1 


5 iaiaic ab as heniesaek ine 
= 8 size Datch Oven. Cooks an 

ire meal all at one time. Saves 
rnp y oy 


Sauce Pans. ........ 49e 
Extra special white — 
wudnt ro base, bive han- 
dies. 75¢ value. 


Free Instruction in Duco De:2ratron All Week This by Experienced Demonstrator 











tically every utility need the average housewife can pos- 
sibly have for her kitchen. Typical needs, for each item 


typifies several others 
like it. These items 
do two things: 

(1) Remind the 
housewife of things 
she knows she needs, 
and (2) suggest 
things she she had not 
thought she needed. 
This results in in- 
creased response to 
the offerings. 


Second Lesson 


Each item has a 
clear-cut caption, brief 
description and space 
enough to give it good 
display. Items and 
prices are what sell 
goods. Neat type 
words help the items, 
attract the eye. When 
each item is neatly 
printed, the entire ad 
looks attractive. This 
increases the compet- 
itive power of the 
space. Worth think- 
ing about! 


Third Lesson 


The item sections 
are set in column- 
wide measure and in 
uniform type. Two 
advantages in this: 

Smaller ads for fol- 
low-up can easily be 
made of the big ad 
special display, such 
as cuts, captions and 
box sections stand out 
better than if irregu- 
lar display were used. 


Fourth Lesson 


For the most part 
no cut price items are 
featured and then 
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e Advertising Illustrated by a Single Ad. 


What goes into space counts 50 per cent; How it goes, 25 per cent, 
and When, 25 per cent. 


only for comparison. There is one section of eight 
items where comparative values are used but as a special. 
In a selection of 45 items a section or two of price reduc- 
tions does no harm. It is the ad in which nothing but 
cut-price is featured that is of doubtful value. Cut- 
price is no longer a drawing card in hardware advertising 
because it has been so overdone that no one believes it. 
Anyway, the average customer wants good value for the 
money rather than doubtful value for less money. And 
the customer is right. She knows real values and is 
looking for them. Why not 


women especially, read hardware and housewares ads to 
remind themselves of needed items as well as to see 
what is offered. 


Two Special Lessons 


Besides the above five points, two others of real value 
can be illustrated by this ad. 


First. price ranges on the 45 items are at levels 
that insure quick response, no single item is priced-above 


$5.95, many are below 50. _ 
cents and eleven are an even, 





let her see them in your ad- 
vertising. 


Fifth Lesson 


There is a wide variety 
in the 45 items in this ad: 
bird cages, roasters, kitchen 
utensils, cleaning and laun- 
dry _ utensils, electrical 
goods, pots, pans and pol- 
ishes. Wide variety is 
what gives an ad wide ap- 
peal, attracts several types 
of customers and in great 
numbers. 

So far points have been 
touched on which are of 
practical value in day by 
day advertising although 
this particular ad announces 
a sale event—March Sale 
of Housewares, and for a 
department store, not a 
hardware store. Still, this 
particular department 
amounts to a hardware 
store so far as competition 


offer wide choice. 





Five Ways to Improve 
Hardware Store 
Advertising 


1. Try to feature typical items, that suggest 
others of similar kind and use. 


2. Try to make the ad look neat, that is neat in 
layout and type as well as cuts and display. 


3. Divide up the total space so each section 
gets its share of white space. 


4. Feature only real or actual values, not cut- 
price or reduced values. 


5. Be sure wide variety is represented by the 
items used for featuring and that price levels 


The above rules apply to any ad, large or 
small, because an ad draws as it is merchan- 
dised and attracts as it looks. Poor merchan- 
dising is costly in space and results. 


dollar ; there are a few be- 
tween one dollar and two 
dollars. This shows good 
merchandising sense. These 
ranges bring people in; 
they then see other values 
at more money and buy 
them. 

Second, two extra spe- 
cials (hour sales) are fea- 
tured, one for morning, the 
other for afternoon. Each 
item has broad and uni- 
versal appeal—floor wax 
and house brooms. It was 
wise not to overdo the hour 
sale idea, for that clutters 
up the day’s activity, keeps 
some people from buying as 
many hardware items as 
they otherwise might. 


What, How and When? 


What to advertise and 
how, are really as impor- 
tant as what to buy in the 
market, because these things 








goes. It may not carry a 
full hardware stock but, on 
the lines featured in the ad, the result is the same. There 
are twelve to fourteen hardware stores in the town where 
this ad ran. All of them want their share of the house- 
wares business, not only the March share but in all 


twelve months. 


O: course, no ordinary hardware store would use this 
amount of space at one time. But if one used the 
amount in four or five installments and as skillfully as 
it is used here, business would pick up noticeably. 

And the reason is this: people who need housewares, 


are the means by which a 
store links the customer’s interest with the store’s selling 
program. 

And “when,” that is the day of the week or month, 
must not be overlooked for the amount of purchases 
people make is influenced by weather conditions and 
established habit. So when you buy 40 inches of white 
space consider “What shall I put in it?” “How shall I 
present it?” and “Is this the best day of the week to 
advertise ?” 

Tuesday may be the best day, Wednesday or Thurs- 
day may be the best day. But find out first, then run the 
ad. 
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“MAIL ORDER 


BRANCH STORES Fave e NODE 


HIS heading is taken from the first 

letter published on these pages. 

Read this letter carefully. Surely 
this reader is alive to his own problem and 
will likely be very successful in properly 
meeting all kinds of competition. All of 
these letters come from hardware mer- 
chants located in towns with mail order 
branch stores already in operation. While 
all recognize some competition on price 
the majority believe that these new types 
of chain stores improve a town trading 
radius. So far Mr. Rogers in the first letter 
on this page is the first to correctly sense 
a competition in efficiency as being far 
more important than the competition of 
mere price.—The Editor. 


Have Made Us More Efficient 


Eni, Oxia.—‘“We might say in beginning that we 
have had Kress, Woolworth and J. C. Penny for a 
number of years; one mail order branch store for over 
a year, and are soon to have another mail order store 
here with some 25,000 feet of floor space. 

“Our experience with these institutions, both directly 
and from a standpoint of observation of their effect on 
the city, is that they have done more good than harm. 
Business conditions have been improving constantly here 
for several years for everyone. I would also say this, 
that every merchant in Enid including ourselves has 
been forced to clean up and do a better job of merchan- 
dising and take care of our customers in a more effi- 
cient manner than in the past. When we have done this 
—kept up with the pace of modern civilization, we have 
had little complaint against chain stores. 

“We do not feel as a general rule that chain stores 
handle “junk” although they do cater to a cheaper class 
of trade than we do. We find in most instances that the 
merchandise they sell is worth just about what they get 
for it—no more. 

“At the time of the first mail order store opening sev- 
eral members of our firm visited all departments of their 
store and inspected their merchandise and prices care- 
fully. We made many comparisons on small staple com- 
petitive items and found the results of our comparisons 
to be very gratifying. For instance on ordinary half 
bushel measures that we have always sold for 60c. they 
had marked 75c.—extra heavy duty shovels which we 
were selling for $1.60, they were selling a shovel not to 
be compared in quality with ours for $1.50. On cast 
aluminum tea-kettles with a patented automatic handle 





on the lid, we were selling for $4.85, they were getting 
$4.64 for the same size without the patented handle. 
“We have one unit of eight tables in our hardware 
department of the Woolworth type (open top displays ) 
where we display almost every kind of competitive item 
in tools, etc. Recently we had a farmer in our store 
from an adjoining state who had a Ward store in his 
town. He looked over our competitive lines and before 
leaving purchased over eight dollars’ worth of this mer- 
chandise, stating that he had never seen such values 
anywhere. Incidently, we do not have any items on 
these tables marked on a margin of less than 33 1/3 
per cent profit, so we are not losing money even on this 
character of merchandise.” 
(Signed) H. C. Rocers, Manager, 
Champlin’s Department Hardware. 


Racine, Wis.—“Business has improved 
some, but due no doubt to better general 
conditions. Competition has not been as 
bad as anticipated, in most cases we can 
meet it. Their merchandise appears to be 
good values but a little under the quality 
of old line stores. 

“Mail order retail stores have been here 
only one year, but feel if anything they 
will be inclined to owing to the widening 
of trading area. Merchants in smaller 
cities or smaller merchants in our city may 
have different views of the situation.” 

(Signed) G. G. Jones, 
Vice-President. 


1 Will Feature Lines They Don’t Carry 


Winston-Sacem, N. C.—“It looks now as if the chain 
stores are going to take our country. We cannot say that 
business has improved on account of these stores and, 
on the other hand, will state that they are cutting our 
volume. And it seems that they are doing this with 
cheap merchandise; and we believe the only solution is 
to buy competitive merchandise in order that we may 
compete with the chain proposition. 

“In some ways we can see that the chain stores are 
bringing more business into our town, and we believe 
that the country merchants are suffering more than our 
city stores. 

“As you know, our hardware stores have always had 
to carry merchandise with merit, but in order to com- 
pete with these chain stores we are going to have to get 
away from the quality line. 

“Will state that we were able to hold our own last 
year. Notwithstanding our chain stores are getting 
stronger all the while. 

“We have decided that we will push the lines that the 
chain stores do not carry, in doing this we are being 
relieved of that close competition.” 

PLEASANTS Harpware Co. 














HARDWARE AGE for APRIL 11, 


1929 85 





Us More 


Have Made Us More Careful 


EvANSVILLE, Inp.—“‘Can advise that Evansville now 
has retail stores of two mail order houses. 

“To sum up the various questions which you are inter- 
ested in, are pleased to advise that the placing of these 
stores in our midst probably has caused ourselves and 
no doubt other local merchants to more carefully check 
against our prices and no doubt has-been of value to 
us from that point of view. We have found, however, 
that in checking some of their prices against those made 
by our two stores during the past several years, we find 
where it is possible to compare quality that our prices 
are as cheap and in some instances lower than the prices 
which they are naming. It is true that they name very 
low prices on their general stock. However, the quality 
of merchandise is according to the prices asked. We do 
believe that there is less mail order merchandise going 
to the consumer today in this section than there were 
previous to the establishing of the stores, because when 
ordering from the catalog the eye could not assist in 
passing judgment as to quality and price comparison. 

“We do not feel that the establishing of the stores 
have brought many folks to Evansville to visit these 
places that possibly would have sent the mail order away 
but who after examining the merchandise offered have 
bought at our other old established and reliable stores. 
Personally, we do not feel that the placing of the mail 
order stores here have hurt our business at all. We 
could not conscientiously say that they have helped our 
business but do believe that they have probably helped 
many firms who are stocking ready to wear apparel as 

well as several other items and trusting that we may 
touch on the various items that may be of interest to 


you in your survey, we beg to remain. 
(Signed) THe Hetpt Company. 


Clarksburg, W. Va.—‘We have faced 
a price competition on some cheaper 
lines, but on high grade hardware our 
prices are as low and our service better. 
When it comes to hardware of value and 
quality we do not fear mail order branch 
store competition.” 


(Signed) E. R. Davis & Co. 


More People in the Streets 


Mi_wavukEE, Wis.—“The retail mail order store in 
our town opened for business about Sept. 1, 1928 and, 
therefore, we are not in a position to give you a great 
deal of information. 

“The first two months they were opened there was a 
marked increase in the number of people on the street 
and other merchants on the street of course benefited 
somewhat. Since then the retail mail order store’s trade 
has fallen off to such an extent that they have greatly 
reduced their sales force. 

“It is our opinion that for a time they improved con- 


EFFICIENT” 


ditions for merchants in the immediate vicinity, further 
that they did not hurt us. The other merchants on the 
street say that the ‘Newcomer’ has not helped them. 

“Our line, as you know, is in direct competition with 
them on many items and it is our opinion that they do 
cut in on the cheaper grades of merchandise. However, 
owing to the fact that we carry a much more complete 
line than they do, they are often forced to send customers 
to us or if they do not send them, the customer soon 
learns that we have a complete line, with the result that 
we undoubtedly secure some trade that would ordinarily 
not have come to us. 

“We did notice a falling off in our sales of sporting 
goods, that .is, guns and ammunition last fall and it 
seems that in the cheaper grades of tools they are get- 
ting the greater part of the business.” 

H. H. Gratz. 


— 
A. Butter Co. 


Can Compete with Price and Quality 


Lorain, Ou10.—“The mail order competition is grow- 
ing in Lorain with the addition this month of a second 
mail order retail store. We have no accurate record 
of the amount of business that the first mail order retail 
store has taken from the independent hardware dealers 
during the past year. They have devoted much atten- 
tion to automobile tires and accessories, and have cut 
into that line very heavily. We felt their competition 
last summer on lawn mowers, cheap garden hose, and 
house paint. 

“A recent conversation with the manager of a hard- 
ware store located near one mail order retail store, 
brought out the fact that while the mail order store was 
attracting people from the rural districts, it was doubt- 
ful whether any of this trade went to the hardware store. 
This may be due to the fact that Lorain has never been 
a farmer’s trading center, and consequently the hard- 
ware stores do not carry a very large variety of mer- 
chandise usually purchased by rural trade. We refer 
particularly to farm machinery and equipment. 

“We know that our general line of merchandise will 
compare favorably in both price and quality with that 
of the mail order retail store. Our service, open account 
privilege, personal contract with the public, and liberal 
adjustment policies are all in our favor, but the problem 
is to make the buying public realize this, and to convert 
them from their chain store buying habits. This is a 
very difficult problem for the small individual merchant. 

“T have been studying the general catalog of a mail 
order house, and am amazed to find a large variety of 
standard hardware items listed. All of these are under- 
priced as leaders, and are described in a way to make the 
saving appear much greater than it is. In my opinion, 
this is one of the most harmful of their practices, and 
should have the serious and immediate consideration of 
every wholesale and’ retail hardware concern in the 
country.” 

(Signed) Gro A. Russet, Vice-Pres. 
The Central Hardware Company. 
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Interesting Hardware 


Invoice 118 Years Old 


Samuel Lowry, pioneer Cincinnati hardware- 
man, journeyed to Philadelphia on horseback 
to buy merchandise. W. D. Biggers, grand- 
son, is general manager of the Continental 
Screen Co., Detroit 

































































i VERY year, Samuel Lowry, a hardware 
i JIE Lote Yh oe: ee k merchant in Cincinnati, Ohio, journeyed 
a ae ae : to Philadelphia to purchase supplies for 
B ; GEO QL his business. The trip from his home town 
ca 7 wai te LEC v i ail was made on horseback. This interesting 
rey pus i 4 a is game | hardware invoice dated Nov. 8, 1810, covers 
ONT her art hong io abe bind merchandise bought at that time by Mr. Lowry 
te ree from R. & B. Gill, hardware wholesalers in 
say eet samara . ns Q i Philadelphia. The cost extensions were figured 
el ra aes Ki “74. : : z € and totaled in the pounds, shillings and pence 
ie pal amelie agape > Pee of English currency, but at the end of this 
ef tn atts ath Delos four page invoice the total cost is determined 
CIE , ae ae finally in dollars and cents. It would be inter- 
-7/ “te Le oi esting to compare these prices on standard 
S/o ww, 3) + —E goods with current costs of similar goods, but 
silts gee " Z5%2' ie the descriptions being somewhat meagre this 
ed PO ga msec Oa pers ted a appears difficult. To the best of our knowledge 
Re Sieg lat ne eel, ieee Shae this is the oldest hardware invoice ever repro- 
wrt o hk ar ht). 70o\ duced, being as it is more than 118 years old. 
ae fae , om SE. 744 a4 It was loaned to us by W. D. Biggers, secre- 
14 2 pa hel SLR hit We F 2. tary and general manager, of the Continental 
CSE bm Chik J betoaned So whe —9/ gr 208° E Screen Co., Detroit, Mich., who is a grand- 
é¢ ys ardww ss fives = Z rl | — son of Samuel Lowry. An uncle of Mr. 
ae Fy wens ye eo 30s “2 dae Aa . Biggers made an interesting collection of old 
sole fs invoices of which this is one. The collection 
is now in Mr. Bigger’s possession, who tells 
us that there are several from 110 to 120 years 
old, covering dry goods, shoes and boots as 
well as hardware. Both the retail hardware 
business of Samuel Lowry and the wholesale 
firm of R. & B. Gill have been discontinued for 

many years. 





















Industries and the Town 


A word of warning to communities intent upon acquir- 2. The markets, to absorb enough of the product to 
ing industries by building new factories or expanding keep the plant in constant profitable operation. 
the old is sounded by E. W. McCullough, Manager of 3. Factory location, that will meet all demands for 
the Department of Manufacture of the Chamber of efficient and economical production and distribution. 
Commerce of the United States. Vacant plants in 4. Capital, ample for continuous operation. 
many places stand as a mornful reminder that many 5. Management, experienced, and of past proven suc- 
towns were more intent upon expansion than upon cess in the line chosen. 
the industry. It is not profitable for any community to establish 
He sums up the most important, considerations facing or help to establish an unprofitable industry. In many 
the proponents of industrial expansion in this way: places in this country the vacant factories stand as tragic 
1. The commodity, or what is to be made. Its selec- reminders of a too exuberant desire for industrial ex- 
tion is of the utmost importance. pansion and a disregard of the economic factors. 
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Internal Competition 


EDITOR’S NOTE:—A retail hardware merchant 
operating two good stores in a middle western city of 
16,000 population makes this statement in a letter to the 
Editor. He was prompted to write after reading several 
letters published in HARDWARE AGE on the subject 
of mail order branch store competition. This reader has 
given considerable study to the competition he is facing, 
and quite positively states that competition from within 
is doing more harm to his business than are the two mail 
order branch stores in his town, each located close to one 
of his stores. The name and address of the writer are 
omitted for obvious reasons. The letter mentioned fol- 
lows in full: 


“In reading recent issues of HARDWARE AGE, I no- 
tice letters from dealer readers stating opinions on the 
effect that the new mail order competition has had on 
them. We, too, have this competition, and within a 
block of each of our two stores on the same street. We 
have watched our sales and have watched their prospects 
and the items which they bought. 

“If we were very truthful with ourselves we would 
have to admit that the type of man that patronized this 
store was never welcome in ours. Of course, we treated 
him courteously. And we tried to satisfy his wants, but 
if we failed to satisfy his price specifications on his 
desires, it never grieved us. And so our store devel- 
oped and for years has maintained a high standard of 
reputation of quality and service. 

“In one of our stores a year has elapsed since the 
new competition entered and in the other about five 
months, and so far as they are concerned our sales have 
not suffered. But they have suffered for years from a 
source of competition to which our fellow merchants 
seem to be blind. 

“As you travel through the country, whether you 
have your eye open for automotibe tires, clothing, farm 
implements, radio or what have you, you will find that 
the amount of mail order merchandise that you will see 
in use is almost negligible. Further, you will be startled 
to find on just what small percentage of the merchandise 
in use there was a fair retail profit paid, and just what 
amount of these goods went through a legitimate re- 
tail house. 


66 

I WALKED into the office of our local newspaper 
and was attracted. to a package from a large hardware 
jobber of the Middle West. A couple of days later I was 
back again, and I noticed a new door check closed the 
front door as I entered. Yes, Mr. Publisher had asked 
about one a week before, but he had not bought at the 
time. We did the work, told him what he needed, and 
he bought it from OUR jobber at a wholesale price. 

“In the neighborhood in which I live there also lives 
an automobile salesman. A few days before Xmas in 
the front of his house appeared a new coaster wagon. 
The representative of the house that had their name 
painted on the side of the toy admits that he had no ac- 


Worse Problem Than Mail Order Branch Stores 








count in town selling his line of wagons. But he had 
nothing to say to the overheard statement of the youth- 
ful owner, ‘Daddy got it through the garage wholesale.’ 

“One more instance is with a local roofer. My home 
needs a new roof. He came to see me to solicit my 
patronage. He had nothing more to offer than one of 
our regular customers, so I told him that, things being 
equal, I felt that my customer should have preference. 
‘There is nothing in your line that we use except nails, 
and we buy them from the jobber,’ was his answer. 
Our jobber again. Our best friend, as he terms himself. 
And yet if he would cease his peddling activities here, 
we would not be tempted to write this. 

“This roofer has ten men working for him, and if 
one of the ten needs a hammer our gallant jobber could 
not refuse him. No, he would hamper his nail account. 
And if any one of his men needs anything for his home 
or for any of his friends’ homes, he says, ‘Sure, we will 
get it for you. Get it wholesale through the boss.’ 

“The small town is not alone in its fight with the job- 
ber. The city is infested as badly. Every Mr. Smith 
carries a letter of introduction to the Whoozit jobber 
entitling him to buy anything from a handsaw to a 
coaster wagon. The letter was given him by Mr. Jones, 
the drug merchant around the corner. 


66 

A SPORTING goods buyer of a large hardware 
house in our community made his semi-yearly call a few 
days back to question our needs in fishing tackle. In the 
course of our conversation he asked about our business 
during the past hunting season. Fair was our answer. 
Sold a lot of guns this year, but we made no profit on 
them. In order to meet our competition we had to sell 
them at our cost. He put on his best perplexed look 
and asked why, for he knew that our mail order com- 
petition showed some profit. Merely in order to keep 
our customers’ good will, for, I told him, if we did not 
sell them, his house would. NO. NO. NO was his 
answer. But he conveniently changed the subject when 
a couple of examples were mentioned. 

“A plumber (a customer of ours) wanted a rifle. He 
wanted to buy it wholesale. Mr. Blank of the Hardware 
Jobbing Co. called on him occasionally to sell him plumb- 
ing supplies. But he would only buy his plumbing 
supplies from a plumbing supply house. Mr. Blank 
was about half mad and refused to quote him. He in 
turn writes his house for quotations, and following Mr. 
Blank’s instructions, they wrote him referring him to us. 
But can we believe that this would have been the case 
if he had but offered Mr. Blank a ten dollar order of 
couplings? 

“A few days later Mr. Blank was in patting himself 
on the back for his wonderful action in protecting the 
legitimate merchant, and he happened to let it slip that 
Mr. Plumber was too good to buy a bathtub from him, 
but was perfectly willing to buy a gun from him; but if 
he could not have some of the cream he did not want 
the skimmed milk either. (Continued on page 126) 
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Marketing Executives Study 


ROBLEMS of merchandising, 

many of them caused by changing 

ideas and standards on the part 
of the consuming public, received the 
attention of the merchandising experts 
of leading commercial and industrial 
concerns of the country at the sessions 
of the Marketing Executives’ Division 
of the American Management Associa- 
tion, which met at the Hotel Gibson, 
Cincinnati, April 3 and 4. “What's 
Around the Corner in Marketing?” 
was the theme of the conference which 
was attended by about 400 industrial 
executives. “The Consumer of Today 
and Tomorrow” was the topic at the 
opening session on Wednesday morn- 
ing, April 3, and “Mergers and Market- 
ing” occupied the members at the 
luncheon meeting. This was followed 
on Wednesday afternoon by a dis- 
cussion of “The Retailer of Today and 
Tomorrow.” Dinner round table 
gatherings were the feature Wednesday 
evening, with “Marketing For Resale” 
the subject of one group, “Marketing 
Office Equipment” of a second group, 
and “Industrial Selling” of a_ third 
group. On Thursday morning dis- 
cussion centered about “The Whole- 
saler of Today and Tomorrow,” and in 
the afternoon the topic was “The Man- 
ufacturers’ Relation to the Consumer, 
Retailer and Wholesaler of Today and 
Tomorrow.” After the close of the 
main conference, a session of the Sales- 


man Training Group was held on Fri- | 


day, April 5. 


| AKING as his subject “What Does 


the Consumer Want Today?” Oswald 
W. Knauth, vice-president R. H. Macy 
& Co., Inc., New York, said that “there 
has been no increase in the demand for 
novelty, service, convenience or variety. 
The changes that have taken place 
center around color, style, price, time 
payments and brand reputation. In 
color the demand is for the clean colors 
stronger than pastel, and yet not so 
vivid; bright, but not garish. Patterns 
are simple rather than ornate. The 
American people want clean, neat, 
sophisticated and appropriate articles. 
We are evolving an American type of 
consumer. Merchants must select with 
a degree of skill never before required 
and manufacturers must design with a 
new degree of skill. The public takes 
quality for granted, and expects reason- 
able prices. Market-down sales are 
more and more failures, and reduced 


, sales of 








manufacturers’ stocks are a 
precarious form of merchandising.” 

After describing the “happy-go- 
lucky” independent retailer who ex- 
tended credit as a matter of course, 
bred carelessness and used little initia- 
tive in buying and selling his merchan- 
dise, Gordon C. Corbaiey, president 
American Institute of Food Distribu- 
tion, said: 


sé 

‘= along came the chain store 
operator with his lower costs of se- 
curing his merchandise direct from the 
manufacturer. Naturally, the chain 
operater used his price advantage as 
an advertising appeal by featuring 
staples and well-established brands, for 
recognized standards are essential to 
confidence in cut prices. It is to these 
hundred or two staples to which the 
independent retailer has turned in 
looking for better price position, and 
they are the most thought of items in 
recognizing the supply relationship be- 
tween the manufacturer and retailer. 

“Following the example of the 
chains, manufacturers, wholesalers and 
retailers turned to the simplification of 
supply service, leading to independent 
outlets, and organized in wholesale 
fashion. As a result of this action we 
now have approximately 60,000 retail 
outlets through 400 ‘voluntary chains,’ 
and the original object—to reduce the 
cost of selling, of delivery and of other 
wholesale functions—is now develop- 


|ing into grouping stores together for 
| better merchandising, leaving the inde- 


pendent more time to compete with the 
chain operator in new types of self- 
service, to formulate scientific plans 
for credit and delivery.” 

Declaring that “style is now the vital 
factor in almost every line of mer- 
chandise, from automobiles to kitchen 
cabinets,” C. F. Brown, director of 
sales DuPont Viscoloid Co.,, pointed 
out that the American public is “style 
conscious.” 

“The American woman is in herself 
the most stylish in the world and she 
has turned her attention to her home 
and to everything with which she comes 
in contact, even to her kitchen and its 
ordinary utensils.” There are only two 
kinds of merchandise today, Mr. Brown 
said, style merchandise and price mer- 
chandise. 

“Price merchandise is sold on price 
only. There is nothing else to recom- 
mend it and no permanent good will is 





created, but style merchandise appeals 
to the eye and heart, price becomes 
secondary and a valuable enduring in- 
dividuality is built up. Many manufac- 
turers have been slow in seeing the 
need “of change and have suffered 
heavily thereby.” 

A similar conclusion was reached by 
James H. Greene, director Research 
Bureau for Retail Training, University 
of Pittsburgh, in discussing “Retail 
Types of Tomorrow and the Trend To 
Be Expected in Their Development and 
Retrogression.” He said in part: 

“There seems to be a tendency on the 
part of the consumer to classify the 
commodities and service he requires 
into two groups. In the one, the ele- 
ment of mode, or degree of excellence 
of service, is the dominating factor; 
in the other, the inexorable demands of 
a balance in the budget makes price 
the arbiter. While there seems to be 
some basis for a criterion by which 
merchandise items may be placed in 
each group, there is no direct evidence 
that such a classification would hold for 
all divisions in the scale of incomes or 
for any fixed period. 


sé 

E CONOMIC changes bringing 
shifts in income classes may change to- 
day’s picture. Scientific inventions may 
cause an item to change from one 
group to the other. What is the sig- 
nificance of all this to the retailer? 
Simply that the small retailer must de- 
termine the group into which the com- 
modities he handles falls. Further- 
more, it must be decided for his po- 
tential clientele. If it is the group 
where mode and excellence of service 
reign, then his establishment, its ap- 
pointments and service must be in 
keeping. Within reasonable _ limits, 
overhead is not the important item. 

“On the other hand, if his wares 
go into the price group, then he must 
make efforts, the like of which he has 
never before made, to reduce his over- 
head to the lowest figure. Automatic 
vending machines, recording machines, 
and all forms of labor saving devices 
must be employed, as well as the 
highest type of management and mer- 
chandising. 

“The larger retailer, represented 
principally by the department stores, 
must conduct two types of stores under 
the same roof. He has had a down- 
stairs store for some time. This may 
well serve the purpose of a distinctly 
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y | Merchandising Prob 
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price store. It is conceivable that the 
range of its merchandise and its meth- 
ods of doing business may be greatly 
modified to meet the conditions imposed 
upon it. It is likewise within the 
province of speculation to picture the 
interchanging of these commodities 
from one group to another, and the con- 
sequent rearrangement of stocks and 
prices.” 


In a discussion of “The Chain Store 
of Tomorrow,” Godfrey Lebhar, editor 
of The Chain Store Age, summarized 
the factors favoring increase in the 
number and sales of chain stores as 
follows: 

“First, the superiority of the chain 
store stytem as compared with the in- 
efficiency of a large proportion of 
existing independent stores ; second, the 
opportunity offered in the chain store 
field; and third, the growing interest 
of the financial world in chain store 
activities.” 

As opposing influences, Mr. Lebhar 
cited, “First, the various efforts and 
plans to increase the efficiency and sta- 
bility of the independent merchant, and 
second, the natural limitations of the 
chain store stytem, which make it less 
adaptable in certain fields than in 
others.” 

Referring to an estimate credited to 
Mr. Filene that the time would come 
when the chains would handle 90 per 
cent of the retail trade of the country, 
Mr. Lebhar said “I do not believe the 
time will ever come when 90 per cent 
of our retailing, or any percentage ap- 
proaching that figure, will be handled 
by the chains. Such estimates, I am 
convinced, fail to give sufficient weight 
to those factors which are working to- 
ward greater efficiency and stability of 
both wholesaler and independent, and 
which I feel sure will be attended with 
a certain measure of success. The re- 
search and educational programs now 
being conducted, under the most favor- 
able auspices, to strengthen the weaker 
units in our distribution system will 
accomplish much to correct the present 
situation, while even more is to be ex- 
pected from the various plans that have 
been worked out for direct wholesaler- 
retailer cooperation. 

“Hitherto, it is true, the collapse of 
the weaker units in the retail field has 
brought no improvement in the general 
situation, because the gaps in the ranks 
have simply been filled by new troops 





same caliber—new  cannon- 
fodder to be mowed down in turn like 
the German shock troops in the Great 
War. But, under the new order of 
things that is in the making, that con- 
dition will no longer prevail. 

“On the other hand, I see no reason 
for the assertion that the saturation 
point for the chains is rapidly being 
reached. On the contrary, all the in- 
dications justify the prediction that the 
chain store movement will continue to 
grow for many years to come. This 
growth will come about both by the 
expansion of existing chains and for- 
mation of new ones. The expansion 
of existing chains, including the many 
recent newcomers in the field, like 
Sears, Roebuck & Co., Montgomery 
Ward & Co., Schulte-United and Butler 
Brothers, may be expected to be em- 
phasized during the next year or two 
because of the competition for suitable 
locations, while the formation of new 
chains likewise will be particularly ac- 
tive in the immediate future because of 
the attention that is now being fo- 
cussed on the general situation. 


4é 

T HIS expansion may be depended 
upon, despite the efforts that are being 
made to increase the efficiency and 
stability of the independent retailer, an 
undertakIng which even though ulti- 
mately successful must of necessity 
bear fruit slowly. In the meantime, 
and to the extent that these efforts are 
successful, they will at the same time 
emphasize certain basic advantages of 
the chain store system and will thus 
tend to augment the chain store ranks 
by accretions from the independent field 
itself. 

“Finally, public impatience with the 
unnecessarily high price we are paying 
for unscientific retailing is bound to 
increase as knowledge of prevailing 
conditions becomes more general, and 
public opinion will be a tremendous 
factor in developing that form of dis- 
tribution which serves it best. For a 
long time to come, despite the improve- 
ment that may be expected in general 
retail efficiency, it will be the chain 
store that will be best suited to fill that 
requirement.” 

Advantages and dangers of mercan- 
tile and industrial mergers were pointed 
out by A. C. Hodge of A. G. Becker 
& Co., who spoke on “Mergers and 
Marketing.” He said that. a large 





Faced through Trend 


ems of Consumer Buying 


number of mergers in the last three 
years seem to offer more advantages in 
production and administration than in 
marketing. A type of department store 
merger which seems likely to be more 
prominent in the future is one which 
results from the acquisition by a large 
metropolitan department store of small- 
er stores in outlying parts of the city 
and in nearby smaller cities, these to 
operate as branches of the main store. 

“Mergers of chain stores also have 
occupied a prominent place in recent 
financing. Where such mergers have 
resulted in a better coverage in a given 
territory a real marketing advantage is 
obtained, since inventory depots can be 
operated more efficiently and high turn- 
over obtained at a lower cost.” 


A LVIN DODD, director Wholesale 
Dry Goods Institute, in a statement of 
the wholesalers’ troubles, declared that 
“a fruitful cause of the wholesalers’ 
difficulties has been a lack of some im- 
portant facts. Every successful indus- 
try or branch of trade has undertaken 
to inform itself of all conditions, with- 
in or without the business, which might 
affect it: namely, the true costs of every 
activity, presented in such a way that 
comparisons are possible between differ- 
ent establishments; the rapidity with 
which each kind of merchandise moves 
in and out of stock in order that in- 
ventories may be reduced to the lowest 
practical minimum; the trends of the 
market as a guide to intelligent buying; 
studies to eliminate the unprofitable, as 
well as to cultivate intensively the cus- 
tomers and territory which are dis- 
covered to be worth while. 

“This is the barest outline of the 
facts on which business may continue 
to live and thrive; they are the abso- 
lutely necessary tools of progressive 
wholesaling in the most liberal sense; 
indeed, in the same degree as the 
carpenter depends upon his hammer, his 
saw or his square.” 

The season is auspicious for a spring 
house cleaning in the old wholesaler- 
retailer distribution system, Gorton 
James, chief of the Domestic Com- 
merce Division, Bureau of Foreign and 
Domestic Commerce, told the delegates 
in an address on “Discoveries in Whole- 
Distribution and the Louisville 
Recommending the elimina- 


(Continued on page 92) 


sale 
Survey.” 
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SELL LAwN Mowers Now 


By WILLIAM LUDLUM 


FEW days ago my wife said to me, “Well, 
William, I see spring is here at last.” 


“What makes you so sure of it?” I inquired. 

“Neighbor Scott’s out with his lawnmower!” 

And there you are! Scott is the best weather prophet 
I know of, and when he starts in trimming his lawn, I 
know that winter is sure over in this part of the country 
and that’s an end of the matter. Also, I cease winding 
my alarm clock, for, with Scott’s mower beginning its 
daily chatter at 4 a. m., Big Ben goes out of active 
waking business. However, Scott isn’t the only man on 
the trail of the grass crop; he may be the first at it, but 
he has many industrious followers, both in my immediate 
neighborhood and all over town, and every mower 
pusher has to buy his machine somewhere, presumably 
in some hardware store (at least he should be educated 
to do this in all ways possible). The great question is 
—how and why does each mower user come to select 
his particular brand of machine? Here’s the answer: 

Take the case of the Fowler & Sellars Co. of White 
Plains, N. Y. Long before Winter is over they begin 
to arrange the spring selling campaign, of which lawn- 
mowers make up a very large percentage. They realize 
the fact—that the real selling season for lawnmowers 
is when the grass first begins to grow and not after it 


has had a long start. It is the same with mowers as 


with most other things, the fellow who, for some reason 
or other doesn’t purchase a mower early in the season, 
is very apt to put it off until next year. The time to 
nail him and lots of others in his class, is—before the 
“put-off” period arrives, and that means—now! 

Right after the first of the year the Fowler & Sellars 
Co. begin sending out their Spring selling literature 
through the mail. This consists of an eighty page cata- 
log of Farm Implements and Contractors’ Supplies, in- 
cluding a very complete line of hand and power mowers 
(their mailing list comprises 2750 names, covering all 
sections of Westchester County, picked for this particu- 
lar trade only), and they follow this up immediately by 
putting four men out on the road to tour the county 
in autos, each equipped with catalogs, price books and 
samples, including one or more lawnmowers. When a 
prospect is located, either through a call at the store, 
by mail or personal solicitation, a lawnmower is delivered 
by a salesman who demonstrates right on the ground 
just what it will do. Each salesman is educated to know 
all the “onions” of the mower business, can take apart 
and rebuild and explain the whole works from a to 
izzard—which is as it should be, always. Knowing the 
“goods” is the most important part of the selling game— 
it gives the seller a background of authority and insures 

(Continued on page 120) 





A window display of spring garden tools where large space was available. Its simplicity is a strong point 
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Hocking Brought His 
FIXTURES UP-TO-DATE 


With the Minimum of Trouble and Expense 


N old established Chicago hardware firm, that of 

R. D. Hocking, 519 West Sixty-ninth Street, re- 

cently modernized its store equipment in a novel 
and inexpensive manner. 

When Mr. Hocking decided that it would be advan- 
tageous to bring his store displays up to date, in keeping 
with present-day conditions he had used for twenty-five 
years, some of the first hardware shelving manufactured 
by a fixture concern, which has since become one of the 
most prominent sources of modern hardware equipment. 
The shelving Mr. Hocking had used for over a score 
of years, was still in excellent condition, and he was 
anxious to make further use of it. 

With this in mind, he consulted the same fixture con- 
cern and learned with satisfaction that they were in a 
position to supply just what he wanted. This merchant 


had decided that the panel-door method of display was 
best suited for his store, and the fixture concern assured 
him it would be possible to use the old shelving and so 
install the new panels, together with a new crown mold- 
ing and frames, in such a complete manner as to give 
the remodeled fixture a new appearance. (The plan is 
equally effective for installation over the old type glass 
front drawers, in which case the drawers are then used 
for stock.) The cost was deemed moderate, considering 
the results attained, and the display concern was in- 
structed to ship the material. 

On its arrival the panel doors and frames were at- 
tached without difficulty by members of the firm. They 
came in excellent condition and fit perfectly. The new 
arrangement has proved entirely satisfactory and adds 
materially to the beauty and efficiency of the store’s 
displays’and stock. 
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Results of Tests of Grooved Nails 


(Continued from page 79) 


four series was to determine the effect of surface con- 
ditions on holding power. Descriptions of the five series 
follow: 

Series 1: Both types of nails were driven into side 
and end surfaces of green and air-seasoned specimens 
of western yellow pine. Some of the nails were pulled 
immediately after driving, some after the wood had sea- 
soned 40 days and some after about 100 days seasoning. 

Series 2: Grooved nails were first machine polished, 
then driven into side grain surfaces of air-seasoned 
specimens of western yellow pine and then pulled imme- 
diately. 

Series 3: Nails of both types were nickel-plated and 
tested as in Series 2. 

Series 4: Nails of both types were machine polished 
and then tested as in Series 2. 

Series 5: Same as Series 4 except that additional 
nails of both types were also tested as taken from the 
original packages. 

Conclusions 


It appears from the tests that the form of a grooved 
nail gives it an increased resistance to immediate with- 
drawal of approximately 10 per cent over that of a 
plain round nail of equal weight and length, but there 
is little difference between the two types of nails when 
their areas of surface contact are equal. On the other 
hand, there is an apparent reversal in the holding power 


of the two types of nails when they are pulled several 
months after having been driven. It may be that a 
round nail is actually better under these conditions or it 
may be that the apparent difference is caused by such 
factors as the species of wood used or the temporary 
surface conditions of the nail. The permanence in hold- 
ing power is exceedingly important since there are but 
few uses where the time element does not enter. 

There are, of course, other factors in addition to 
holding power to be considered in judging the relative 
utility of the two types of nails, such as ease of handling, 
tendency to split the wood in driving and stiffness which 
facilitates driving and which often determines the size 
of nail required for a particular use. No study has 
been made on any of these factors in connection with 
the grooved nail, but it has been observed that this type 
of nail is somewhat less inclined to split the wood than 
a plain round nail, and its form also gives it at least 5 
per cent greater stiffness for equal weight and length. 

Although no cement coated nails were included in this 
study, there seems to be no adequate reason why a 
grooved nail would not be improved as well as a round 
nail by such a coating. 

A more definite estimate of the efficiency of the 
grooved nail would involve further tests, particularly 
those that would bring out more conclusively the effect 
of time and the effect of properties other than resistance 
to withdrawal. 





Marketing Executives Study Merchandising Problems 


(Continued from page 89) 
credit risk had become almost 100 per | Amsterdam, N. Y., declared that “the 
American housewife will determine the 
patterns and colors of the rugs and the 


tion of certain injurious practices, Mr. | 
| cent bad.” 


James said that the indifference of 
salesmen to the profits of their company 
is one of the major defects of the pres- 
ent arrangement. 

“If the salesman was sufficiently in- 
terested he would be more careful to 
cooperate with the credit men of his 
company. There seems to be a uni- 
versal obession that any sale is worth 
anything it costs to make.” 

Mr. James cited figures and conclu- 
sions from a survey of bankruptcy 
among retail grocers in Louisville, con- 
ducted by Dr. Plummer, head of the 
National Credit Survey of the Depart- 
ment of Commerce, showing “that 30 
concerns were in bad financial condi- 
tion—so bad that the credit men of the 
wholesalers knew that there was no 
hope for them—and, most amazing of 
all, nearly all of them had been in that 
condition to the knowledge of these 
credit men for from 18 months to two 
years. Yet the salesmen of the same 
wholesalers were competing vigorously 
with each other for orders from these 
same retailers. Wasting time, effort 
and money for others on which the 





In conclusion Mr. James declared 
that “the most important lesson the 
majority of small independent retailers 
need to learn is the teclfnique of hand- 
ling credit. The other ‘soft spot’ in the 
distributive process is the management 
of sales by manufacturers and whole- 
salers.” 

The conditions that has most affected 
the status of the manufacturer’s mar- 
keting since the war, stated Marquis 
Regan of Marquis Regan, Inc., is the 
breaking down of old loyalties to brands 


and types of goods on the part of the | 
Reasons for this might be sum- | 


public. 
marized as follows: 1. The competi- 
tive development of better or more at- 
tractive products which have elbowed 
aside the old stand-bys; and 2. The 
sophistication of the public in regard 
to value—the combination of quality, 
service and price—resulting in more de- 
pendence by the public on its own judg- 
ment as to what goods to select. 
Speaking specifically for the carpet 


industry, J. R. Blocker, manager of | 
| economic questions. 


market research Mohawk Carpet ©o 





market of the future.” He stated that 
his company has made a survey of the 
tastes and wishes of the American con- 
sumer in the matter of floor coverings, 
and that it is starting to produce in ac- 
cordance with these findings. One of 
the results is the creation of nine new 
colors in carpeting. This, of course, 
is still somewhat experimental, he 
stated, but he expressed confidence that 
the majority of these new shades will 
prevail. 

At the Wednesday evening dinner, 
announcement was made that the Alvan 
T. Simonds Award for the best es- 
say on “Reducing Marketing Costs’ has 
been awarded to Robert F. Elder, spe- 
cialist in market research, Brown Co. 
Berlin, N. H., by the committee of 
judges from the American Manage- 
ment Association. The award is made 
annually by Alvan T. Simonds, presi- 
dent, Simonds Saw & Steel Co., 
Fitchburg, Mass., as a means of stimu- 
lating executives to study important 
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Ambassadors of Good Will 
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TO SEE — TO LEARN 


NE hundred and fifty boys from far-off Aus- 
tralia have just finished a tour of the United 
States and are now traveling through Canada. 
They are school boys, keen, intelligent, likable chaps, 
ranging in age from fourteen to eighteen years, and rep- 
resenting the flower of Australia’s young manhood. 
Their mission is to see and learn; to become acquainted 
with the industries, the habits and the customs of our 
people ; to visit the cities and towns of the United States 
and Canada, and by personal contact strengthen the 
bonds of friendship and brotherhood between the peoples 
of their native land and the North American countries. 
“Education by travel” is their slogan and back of it 
is the commendable desire to build up a bulwark of 
friendly understanding which will render future conflicts 
between nations impossible. On that mission, under the 
auspices of the Young Australia League, these school 
boys are making a 22,000 mile pilgrimage. They are 
also molding history. 


Oy Dec. 27, just two days after Christmas, the con- 
tingent sailed from Sydney en route to San Francisco. 
From there they traveled south, visiting Los Angeles 





, Australian Boys of the Young Australian League 
Tour the United States and Canada 


Ng ETE 





— TO MAKE FRIENDS 


and Mexican border towns; Phoenix, 
Antonio and El Pase, Tex.; New Orleans, 
Washington, D. C. and New York 


Ariz.; San 
Atlanta, 


Te boys are attired in neat uniforms, carry their own 
band and even boast a natty little drum major by the 
name of Norman Law. With them is J. J. (Boss) 
Simons, director and founder of the League, who has 
had nearly 7000 boys under his control in various former 
tours, for this is not the first pilgrimage of Young 
Australia. In 1911 a contingent of forty boys made a 
comprehensive trip around the world, spending nearly 
nine months in travel. A notable event during their trip 
was a reception by President Taft at the White House 
early in 1912. A few days later ex-President Roosevelt 
tendered them a reception at the “Outlook” office in 
New York and delivered to them a message for Aus- 
tralia which was quoted throughout the world. 

Again in 1915, the League sent a delegation to New 
Zealand and to the Panama-Pacific Exposition in San 
Francisco. They also visited Canada on this trip. 

(Continued on page 128) 
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E. P. Boyer New Vice-President 
The Alexander Milburn Co. 


At the annual stockholders’ meeting held 
recently at its plant, E. P. Boyer was 
elected to the vice presidency of The Alex- 
ander Milburn Co., 1416 W. Baltimore St., 
Baltimore, Md. 

The new vice-president became asso- 
ciated with the company in 1919 as Phila- 
delphia district manager. In May, 1926, 
he established the Milburn Sales Co., han- 
dling the Philadelphia territory and later 
the New York and Chicago sales. Late in 
1928 Mr. Boyer was elected vice-president 
of The Milburn Sales Corp., and The 
Milburn Paint Spray Corp., distributor of 
The Alexander Milburn Co. products. 





L. J. Ostrander Passes Away 
After Four-Day Illness 


Lemuel James Ostrander, vice-president 
and secretary of Ostrander & Eshleman, 
Inc., of New York, died March 26 after 
an illness of only four days. 

Mr. Ostrander’s entire life was devoted 
to the hardware business, he having start- 
ed work in a hardware store in Saginaw, 
Mich., when only a small boy. Coming 
to New York City, he became interested 
in builders’ hardware and worked succes- 
sively for Harmon & Dixon, Russell & 


Erwin, and later Yale & Towne, with’ 


whom he was associated for nearly 30 
years. 

In 1920 he helped form the firm which 
bears his name and to which he contrib- 
uted a large measure of its success. 

Mr. Ostrander was widely known and 
highly respected among architects, build- 
ers, and the hardware industry, to all of 
whom his death will come as a great loss. 

Mr. Ostrander is survived by his widow. 


George Krause Hardware Co. 
Celebrates 96th Birthday 


On April 1, the wholesale and retail 
hardware concern of George Krause Hard- 


ware Co., Lebanon, Pa., celebrated its 
ninety-sixth birthday. 
In 1833, when Andrew Jackson was 


president of the United States, John D. 
Krause opened a store in Lebanon, which 
was then a small village. The concern 
grew and expanded and in 1874 the firm 
of George Krause & Co. was formed. 
Four generations of the Krause family 
have directed the destinies of this firm. Its 
retatil store is one of the best in the east- 
ern portion of Pennsylvania and it travels 
salesmen over a wide territory. 

George D. Krause is president; Maxwell 
Krause is vice-president, and Frank E. 
Krause is secretary. All have been with 
the firm for many years. 





N. F. Daumeyer Will Represent 
Manufacturers in Cincinnati 


N. F. Daumeyer has formed The Hard- 
ware & Electrical Sales Co., a manufac- 
turers’ representative organization, which 
is located at No. 400 Building Industries 
Building, 622 Broadway, Cincinnati, Ohio. 





Mr. Daumeyer has been connected with 
the Kruse Bahlmann Co. for the past 
thirty-one years. He will have several 
salesmen covering Ohio, Indiana and Ken- 
tucky. 


McKinney Mfg. Co. Appoints 
W. R. Bennett, Office Manager 
With more than thirteen years of ex- 


perience in the hardware field, Reed Ben- 
nett, now office manager of the McKinney 





W. R. BENNETT 


Mfg. Co., Pittsburgh, Pa., finds himself 
well equipped to supervise the many im- 
portant duties having to do with prompt 
entry and shipment of orders. 

Mr. Bennett was formerly with the 
W. Bingham Co., Cleveland, later going to 
Smith Brothers at Columbus as buyer and 
manager of the builders’ hardware depart- 
ment. Two years ago he came with Mc- 
Kinney as a special traveling representa- 
tive until his recent prometion. 


Ingold Joins David Lupton Co. 
—Hirth Now Illinois Field Man 


R. E. Ingold has become associated with 
David Lupton’s Sons Co., Philadelphia, 
Pa., and will be attached to the Chicago 
office. ‘ It is understood he will spend the 
greater part of his time with Illinois re- 
tail dealers, helping them with their store- 
fixture problems. 

Mr. Ingold was recently affiliated with 
the Illinois Retail Hardware Association 
as a field service man, covering the State 
for the last two and a half years. 

The Illinois association has secured 
Harold W. Hirth, of Milwaukee, Wis., 
to succeed Mr. Ingold. The new field man 
received his early training in his father’s 
hardware store in Fond du Lac, Wis., and 
for the past two years has been employed 
by the Frankfurth Hardware Co,, Mil- 
waukee. He is well qualified to take over 
the duties of his new position. 





Reading Iron Co. Has Opened 
Kansas City Sales Office 


On March 15, the Reading Iron Co., 
Reading, Pa., established a sales office at 
402 Mutual Bldg., Kansas City, Mo., under 
the management of H. D. Pollard. 

John G. Cottle, who for a number of 
years has been attached to the Chicago 
office sales staff, on April 1 assumed the 
duties of railroad sales representative in 
Chicago and the Western territory. He 
succeeds H. L. Shepard, recently resigned. 

O. L. McGinn has been engaged as a 
salesman by the Reading Iron Co. and will 
be attached to the Chicago office. 





Coleman Lamp & Stove Co. 
Builds New Wichita Factory 


The construction of a new four-story 
factory building which will provide addi- 
tional floor space of approximately 40,000 
sq. ft. has just been started by the Cole- 
man Lamp & Stove Co., Wichita, Kansas. 

This new building has been made neces- 
sary due to the increased demand for the 
company’s products. The enlargement of 
the factory, together with the large stove 
factory in Chicago, Ill., and the enlarged 
Coleman factory in Toronto, makes the 
Coleman institution one of the largest of 
its kind in the world devoted exclusively 
to the manufacture of gasoline lighting, 
heating and cooking devices. 


Horace W. Thompson Passes On 
—Was Lovell Mfg. Co. Executive 


Horace W. Thompson, assistant to 
A. M. Doll, president of Lovell Mfg. Co., 
Erie, Pa., passed away in New York City 
con March 31, following a lingering illness. 

Mr. Thompson had been with the Lovell 
company for several years and was con- 
sidered to be one of the most able men in 
the organization. He resided at 2096 Sur- 
rey Road, Cleveland Heights, Ohio. His 
widow and a son, John Winbourne, sur- 
vive. 


Lorain County (Ohio) Dealers 
Meet in Elyria on March 26 


At the annual meeting of the Lorain 
County Hardware Men’s Association, held 
at Hotel Newell, Elyria, Ohio, on the eve- 
ning of March 26, Glen Molyneaux, of 
the Oberlin store of Miles J. Watson, was 
elevated to the presidency. 

Ralph Dailey, Oberlin Hardware Co., 
was made secretary and treasurer of the 
association. The meeting was well at- 
tended and was preceded by a fine dinner, 
at which there was an entertainment pro- 
gram for the hardware men. 


Eis & Son Add Crockery Dept. 


J. Eis & Son, hardware dealers at 26 First 
Ave., New York, N. Y., has opened a 
crockery and housefurnishing department 
at 91 Second St., which is in the same 
building but entered from another street. 
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‘The Out-Door Life Exposition 
May 6 to 11 


There are two distinct phases of the 
Out-Door Life Exposition in the Chicago 
Coliseum which this year will be open 
from May 6 to 11. 

The phase which has been given the 
most prominence is that of attracting 
visitors to road tours and camp life. It is 
this interest that attracts exhibits from 
states like Michigan, Wisconsin and other 
localities where scenery, fishing and other 
natural advantages are being turned to 
community profit. 

The other phase is that of a trade show 
for hardware merchants and others who 
sell camping, fishing, hunting and other 
out-door merchandise. The many manu- 
facturers who exhibit are keenly interested 
in merchant visitors, as they are looking 
for retail sales outlets. 

In its seven years, the Exposition has 
established itself as the show place for the 
newest as well as standard out-door mer- 
chandise. The merchant who is looking 
for the newest and the best will probably 
find it there. One feature this year is a 
folding charcoal broiler. Other novelties 
for touring promised are a folding obser- 
vation parlor, electric light outfit, wicker 
furniture, night lock, refrigeraor, porta- 
ble shower, medicine cabinet, kitchenette, 
dinette, chemical toilet, underslung lug- 
gage carrier, rubber floor, window screens, 
box spring mattress, automatic cleaner, 
water tank, pump and basin, etc. 

One statistician has estimated that 40 
per cent of camp merchandise is bought 
after the camper leaves home because the 
home town dealer either did not have an 
up-to-date stock or did not display it. The 
Exposition will show the stock and in- 
dicate how it should be displayed. 





Mansfield Tire Has Appointed 
Van Camp Hardware & Iron Co. 


The Mansfield Tire & Rubber Co, 
Mansfield, Ohio, announces the appoint- 
ment of the Van Camp Hardware & Iron 
Co., Indianapolis, Ind., as a distributor for 
its tires and tubes. The Van Camp com- 
pany will carry a complete stock for the 
dealers in its trading area. 





Charles Winkler Dead 


Charles Winkler, retail hardware dealer 
of Newark, N. J., was found dead in the 
garage of his home at 188 Renshaw Ave., 
East Orange, N. J., on Sunday evening, 
March 31. His death was said to have re- 
sulted frem carbon monoxide poisoning. 

Mr. Winkler was 49 years of age. He 
is survived by a son Claude and his widow. 





Sachse, Pioneer Hardware Man, 
Featured in Newspaper Story 


More than a full column of interesting 
reading matter was recently devoted by the 
St. Paul (Minn.) Pioneer Press to H. C. 
Sachse, a pioneer hardware man and St. 
Paul resident. 

Mr. Sachse has lived in St. Paul for 
73 of his 74%4 years and has been affiliated 





with the hardware business for fifty-seven 
years. For the last forty years he has 
been with the Adam Decker Hardware 
Co., St. Paul, and before that, with two 
other St. Paul hardware stores. 

This veteran hardware man is still 
actively engaged in his work and enjoying 
good health. 


Mrs. L. M. Stratton Dies in 
Memphis on March 30 


Word has been received of the sudden 
death on March 30 of Mrs. Leslie M. 
Stratton, Memphis, Tenn., wife of Leslie 
M. Stratton, of the Stratton-Warren Hard- 
ware Co., of that city, and also incumbent 
president of the Southern Hardware Job- 
bers Association. 

Mrs. Stratton will be sadly missed by the 
many who have had the pleasure of meet- 
ing her at various hardware conventions. 





J. H. Chandler and Son Form 
Retail Hardware Company 


J. H. Chandler, a former partner in the 
Boston firm of Chandler & Barber Co., 
and for years purchasing agent of the com- 
pany, with his son Lucien has engaged in 
the retail hardware business under the firm 
name of J. H. Chandler & Son at 747 
Beacon Street, Newton Center, Mass. 





New England News Notes 


Arthur P. Day, chairman of the Hart- 
ford-Connecticut Trust Co., Hartford, 
Conn., has been made a director of the 
American Hardware Corporation, New 


Britain, Conn. 
* * * 


George L. Cook, for the past seven 
years associated with Mackay Newcomb 
Co., Boston, is now manager of Bowne’s 
paint store at 169 Federal Street, Boston. 


* * * 


The Belcher & Loomis Hardware Co., 
Main Street, Providence, R. I., is making 
alterations to its store. 


* * * 


Frederic Hall and Harry S. Torrey, do- 
ing business under the firm name of Hall 
& Torrey Co., Rockland, Mass., retail 
hardware, have dissolved partnership. Mr. 
Hall will continue the business. Mr. 
Torrey was with the concern 28 years. 
Prior to his entrance into the firm, the 
business was known as Hedge & Hall. 


Raytheon Mfg. Co. Licensed to 
Make Tubes by Radio Corp. 


The Raytheon Mfg. Co., Cambridge, 
Mass., has recently been granted a license 
to make and sell radio tubes by the Radio 
Corporation of America, New York City, 
which holds the controlling patents. 

The granting of the license is under- 
stood to be a step toward additional sta- 
bilization of the radio industry. 





Three Hardware Dealers Given 
Awards for Clock Displays 


In the various contests conducted dur- 
ing 1928 by the Clock Manufacturers’ 
Association of America, Drexel Building, 
Philadelphia, Pa., so many unusually fine 
types of clock displays were entered by 
retailers throughout this country, Canada, 
Honolulu, and Hawaii, the judges felt that 
some lasting recognition should be given 
to those participants whose displays merit- 
ed the honor. 

On going through the many entries re- 
ceived, it was found there were three out- 
standing hardware displays, all of which 
were the means of increasing clock sales. 
A handsome, specially designed, pyraglass 
framed “certificate of merit’? was made up 
and presented to the three concerns with 
their names, and, where possible, the name 
of the display manager engraved on it. 
An easel was attached to each certificate, 
so that it could be placed on the counter, 
in the window or hung on the wall. 

The three who were given the certifi- 
cates are: Geo. H. Hauber, display man- 
ager, Emigh-Winchell Hardware Co., 709 
Jay Street, San Francisco, Cal.; Douglas 
Dowell, display manager, Kimball-Upson 
Co., Sacramento, Cal.; Leonidas L. Owen, 
display manager, Naylor Brothers, Hard- 
ware, Collinsville, Tex. 


Congdon & Carpenter Co. Plan 
for Large Warehouse 


Congdon & Carpenter Co., Providence, 
R. I., distributor of iron, steel and heavy 
hardware has tentative plans for a large 
warehouse, a part of which will house the 
company’s executive offices. 

The company has purchased approxi- 
mately 112,000 sq. ft. of land on the north- 
erly side of Promenade Street, near the 
Pleasant Valley Parkway from the South- 
ern New England Railway Co. on which it 
proposes to erect its new warehouse. 


Sam Pressey Returns to 
Western Cartridge Company 


Sam Pressey, for many years assistant 
sales manager of the Western Cartridge 
Co., East Alton, Ill, has returned to the 
Western organization in an executive ca- 
pacity. 

Mr. Pressey left the company early last 
year and has been devoting himself to per- 
sonal business. He is widely known 
throughout the hardware and_ sporting 
goods trade. 


Richards-Wilcox Has Issued 
Conveying Equipment Catalog 


Catalog No. 50, devoted to its conveying 
equipment, has been issued recently by 
Richards-Wilcox Mfg. Co., Aurora, III. 

This 192-page catalog is full of valuable 
tables, plans of actual installations and 
many interesting illustrations which will be 
of interest to the trade. Copies of this 
catalog wil be sent to the trade on request. 
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F. R. Benjamin Tells Boosters 
Character Reading Advantages 


About fifty Boosters and their friends 
attended the March meeting of the Hard- 
ware Boosters, held in the Hardware Club, 
New York City, on the afternoon of 
March 30. Following the usual luncheon, 
Chief Booster George H. Fisher, Milwau- 








F. R. BENJAMIN 











kee Stamping Co., introduced as the prin- 
cipal speaker F. R. Benjamin, vice-presi- 
dent of the Harvey Blodgett Co., New 
York, N. Y. 

Mr. Benjamin told the salesmen that it 
was of utmost importance to them to learn 
what the best method of approach was for 
various customers. He showed, with the 
aid of sketches on a blackboard, how vari- 
ous facial characteristics gave inklings of 
the person’s nature. The speaker went 
into some detail in speaking on facial 
characteristics and their relation to selling. 
He also showed the hardware men how to 
judge character by the shape of the head, 
hands and fingers. His talk was of un- 
usual interest, and at its conclusion he was 
given a rising vote of thanks. 

Various items of new and old business 
were discussed at the business session fol- 
lowing Mr. Benjamin’s talk. 





H. L. Brown Fence & Mfg. Co. 
Issues Wire Fence Catalog 


The Blue Ribbon Line of ornamental 
wire lawn fence, lawn and farm gates, tree 
guards, etc., is described in a recent cata- 
log issued by the manufacturer, H. L. 
Brown Fence & Mfg. Co., Cincinnati, 
Ohio. 

In this catalog, the above mentioned 
items, as well as flower guards, factory 
fence and wire rubbish consumers are il- 
lustrated and described. 





Congoleum Nairn, Inc., Granted 
New Inlaid Linoleum Patent 


United States Letters Patent No. 1,702,630 
were recently issued to Congoleum-Nairn, 
Inc., Kearny, N. J., granting to it exclu- 
sive rights in the manufacture and sale 
of its new development in the field of 








linoleam—an embossed straight-line inlaid. 
Since the introduction last fall, the com- 
pany’s “Sealex” embossed straight-line in- 
laid linoleum is said to have become quite 
popular with the trade. The line now in- 
cludes eight colorful embossed patterns. 





A CORRECTION 


Frederick Washer Sales Franchise 
Not Exclusive 


In the description of the Fred- 
erick Washer, published in Harp- 
ware AGE, Feb. 28, page 122, it was 
stated that exclusive sales franchises 
would be given to merchants for this 
washer. We have been informed by 
Mr. Enoch B. Seitz, president of the 
Frederick Company, 100 West Mon- 
roe Street, Chicago, that this was an 
error. Exclusive franchises will 
not be given for this product. 











Walter Baxter Elected Pres. 
Metropolitan Hardware Ass’n 


Walter Baxter, Mamaroneck, N. Y., 
was elected president of the Metropolitan 
Hardware Association at that body’s regu- 
lar meeting Friday, April 5, at the Hard- 
ware Club, New York City. He succeeds 
Sidney J. Milligan, Newark, N. J., who 
has served the organization for two years 
as president. Henry Rohlfs, Brooklyn, is 
first vice-president and Arthur Shimel, 
New York City, formerly treasurer, has 
been chosen as second vice-president. 

The offices of secretary and treasurer 
have been consolidated and the joint posi- 
tion has been awarded to Robert Ham- 
mond, Brooklyn, who has served in recent 
months as secretary. Mr. Hammond 
vice-president of the Brooklyn Hardware 
Association. 


is 


The meeting heard the final report on 
the 1929 Metropolitan ‘Dinner read by 
H. A. Cornell, a former president and 
chairman of the banquet committee. Plans 
for definite programs to be observed in fu- 
ture meetings were discussed and H. A. 
Grafenstadt, Brooklyn, will act as a com- 
mittee of one to make arrangements for 
such programs. 


J. E. Gannaway Dies—Was Head 
of John E. Gannaway & Co. 


John E. Gannaway, head of John E. 
Gannaway & Co., wholesale and retail dis- 
tributor of hardware in Lynchburg, Va., 
passed away on March 31 at his home in 
that city. He was 74 years of age. His 
death culminated a lingering illness. 

Mr. Gannaway was a hardware man of 
the old school. Known throughout the 
Southern States, he will be very much 
missed by a host of friends in the trade. 
He is survived by his widow and two 
sons, John and Walter Gannaway. 








John McKnight Credit Manager 
The Tritch Hardware Co. 


John McKnight is now credit manager 
of The Tritch Hardware Co., Denver, 
Colo. He has been with the organization 
since 1925, and has traveled for the com- 
pany during the last three years. 

Prior to joining the Tritch company, Mr. 








JOHN McKNIGHT 











McKnight was manager of the hardware 
department of the Exchange Furniture & 
Hardware Co., Casper, Wyo., and later 
manager of the Dickinson Hardware Co., 
Colorado Springs, Colo. As these two 
concerns were retail distributors of hard- 
ware, Mr. McKnight is thoroughly fa- 
miliar with the problems and conditions in 
the retail hardware field. 

Mr. McKnight has had a successful ex- 
perience as a retailer, as a buyer and as a 
traveling man, and is well equipped to take 
over the duties of his new position. 


A. M. Wooster Co. Appointed by 
Marion-Craftsman Tool Co. 


The Marion-Craftsman Tool Co., Inc., 
manufacturer of tools in Marion, Ind., has 
appointed the A. M. Wooster Co., St. 
Louis, Mo., as its representative in Mis- 
souri, except St. Louis, Kansas, Nebraska 
and Iowa. 








Devoe & Raynolds Announce 
Several Personnel Changes 


E. S. Blackledge has been promoted to 
the position of director of industrial sales 
of Devoe & Raynolds Co., Inc., New York 
City. Mr. Blackledge’s upward climb in- 
cludes experience as metropolitan district 
salesman; manager of dry -color depart- 
ment; superintendent of Plant No. 1, 
Brooklyn; superintendent of Plant No. 4, 
Newark, and vice-president and director 
of plants. 

G. R. Harrington, former superintendent 
of Plant No. 3 in Chicago, has been ap- 
pointed general superintendent of the plants 
of Devoe & Raynolds Co., Inc. 

Harold Raynolds has been appointed 
superintendent of Plant No. 3, Chicago, and 
Marvin Cole as assistant superintendent of 
Plant No. 3, Chicago. 
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' The New Kokomo Cutter 


The Kokomo Stamped Metal 
Co., Kokomo, Ind., manufac- 
turer of Kokomo skates, wheel 
goods, Electricar, and other 
stamped metal products, has re- 
cently announced the addition 
of the “Kokomo Cutter” to its 
line. 

It has a wide variety of uses, 
but is mainly intended to serve 
the same purpose as the 
scythe, sickle, and other 
cutting instruments of this 
nature. Its ease of motion 
and general adaptability 
is said to make it an ideal 
tool for cutting weeds and 
brush. 

When used 
through a natural 
swinging motion, 
the Kokomo 
Cutter cuts on 
both the 
forward and 
backward 
stroke, and 































for this reason the makers claim that it is 
easier and speedier to operate than any 
similar cutting tool. 

The blade is of chrome steel, measuring 
13%4 in. long and 3% in. wide. The tool 
is 36 in. over-all and is equipped with a 
stained wooden handle. 





Light Weight Finishing Trowel 


“XtraLite” finishing trowels have re- 
cently made their appearance on the hard- 
ware market. The Marshalltown Trowel 
Company, Marshalltown, Iowa, is the man- 
ufacturer of these new products. 

Through using a special aluminum alloy 
mounting, said to be as light as aluminum 
but having greater strength and stiffness, 
the manufacturer claims their weight is 
reduced 25 per cent. 

The 1l-in. size weighs approximately 





12 ounces, which improves the balance and 
hang and makes the trowel easier to handle. 
Blades are made of light, spring tempered 
steel and are taper ground from the center. 

The trowels are available in sizes from 
10 to 11% in. in length and 4 to 43% in. 
wide. Packed individually. 





Steel Rung Safety Ladders 


A ladder designed primarily for safety 
in power and industrial plants, but ad- 
mirably suited to general purposes, is be- 








ing manufactured by the Lourie Mfg. Co., 
414 Sharples Bldg., Chicago, IIl. 
According to the makers, the unique 
construction of the ladder tends to elimi- 
nate the most prevalent accident hazards 
in ladders. The Lourie steel rung, safety 
ladders have flat surface and unbreakable 


il 


steel rungs are bolted to spruce side rails, 
as shown in the illustration. 

Each end of the rung is further rein- 
forced by a penetrating ear, which in as- 
sembly is embedded in the rail. The two 
points of contact at each end of the rung 
are said to produce a bracing effect, pre- 
venting twisting or weaving. In_ this 
method of ladder construction only 5/16 in. 
holes are required in the side rails. 

The extension ladders slide rail over rail, 
and permit extension to within 1 ft. of 
the ladder’s total length. A special, four- 




















in-one unit for general plant work is a 
combination trestle and extension. Quick 
parting devices permit the trestles to be 
separated. They can then be used as 
either individual ladders, as an extension or 
in conjunction with the manufacturer’s 
special bracket as a scaffold support. 

This practical folding bracket is sup- 
ported on two rungs and can be moved up 
or down with the plank on it. It is also 
self-locking and does not interfere with 
the operation of the extension. Automatic 
one-hand triggers and extension feet are 
among other features described in the com- 
pany’s catalog, mailed on request. 





New Horton Tackle Catalog 


The Horton Mfg. Co., Bristol, Conn., is 
mailing its 1929 fishing tackle catalog to 
the trade. 

This attractive 40-page catalog is pro- 
fusely illustrated with the main items of 
its extensive fishing tackle line. The read- 
ing matter gives a clear cut, accurate de- 
scription of each item and states exactly 
what each is suitable for. Tables also give 
the lines best adapted to the different kinds 
of fishing. 





The Mauch Dandelion Remover 


Troxel Brothers, 


Denver, Colo., are dis- 
tributing a new tool, 
which is said to effec- 
tively dig and remove 
the entire dandelion 
root. The Mauch Dan- 
delion Remover is sim- 
ple to operate. It con- 
sists of a durable steel 
rod 28 in. long. An au- 
tomatic puller on the 
end firmly grips the 
dandelion root. When 
the remover is inserted 
near the dandelion root 
the prongs catch on the 
root and firmly hold the 
weed while it is being 
pulled from the ground. 

The distributor of 
this product advises the 
soaking of the lawn 
thoroughly with water, 
preferably overnight or 
the evening before the 
weeds are to be pulled out. Then the re- 
moving of the dandelions with this tool 
will be made even easier. 











A Flexible Hammer Display 


A recent announcement has been made 
by Evansville Tool Works, Inc., Evansville, 
Ind., that it has now placed before the 
trade a “Self-Seller” Hammer Display 
Tray. The feature of this tray, other than 
it offers popular priced 16-o0z. bell face 
pattern hammers, is that it can be secured 
or displayed as a unit of the three boxes 
or individually, using one of more of the 
numbers included. The hammers in this 
display are the same as in the No. 90 dis- 
play tray, but in this new offering have 
been divided into three boxes. In this way 
the display is made most flexible. The as- 
sortment includes, 6 bell face Crescent nail 
hammers, 6 bell face Acme nail hammers 
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and 6 bell face Red Tip nail hammers. All 
weigh 16 oz. 

Further information relative to the 
“Self-Seller” Hammer Display can be ob- 
tained from the manufacturer. 
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Atlacide Dusts Away Weeds 


A new chemical weed killer which does 
not require dilution with water and is ap- 
plied in the dry form by simply shaking the 
powder on the weeds from the original con- 
tainer is being offered to the trade by the 
Chipman Chemical Engineering Co., Inc., 
Bound Brook, N. J. 

“Atlacide” is non-poisonous to humans, 


AH! LACIDE Dust away your Weeds 





animals and birds, and can be used with 
safety. It is, however, a sure weed killer. 
The moisture from the air and weeds 
quickly dissolves the chemical, which pro- 
duces a highly concentrated weed-killing 
solution directly on the weeds. It is es- 
pecially adapted for killing weeds on drive- 
ways, paths, tennis courts, fence corners, 
etc. 

“Atlacide” does not stain or injure stone, 
cement or brick walks, and can be used 
as a solution if a power or knapsack spray- 
er is available. The weed killer comes in 
one and three and one-quarter pound cans 
with perforated tops, the former size being 
available in an unusually attractive counter 
display carton. It is also packed in 50 and 
200 pound steel drums. 


De Laval Magnetic Milker 


The De Laval Separator Co., 165 Broad- 
way, New York, N. Y., announces a mag- 
netic milker which is said to not only re- 
tain all the good features of previous 
models, but combines with them a sim- 
plicity of installation, perfection of milk- 





ing, ease of handling and minimum power 
requirements. 

In this new milker the pulsations are 
controlled from a pulso-pump by wire to 
the milker units. A small generator belt 
driven from the pulso-pump, similar to the 
distributor or timer of an automobile, 
breaks the. magnetic current. When the 
current is made by the timer, the magnet in 
the pail top raises a simple disk valve, 








which shuts out atmospheric pressure and 
permits vacuum to reach the udder pulsator 
and suck back the piston. The front teat 
cup liners then collapse and massage the 
teats while the liners in the two rear teat- 
cups open, and milk is withdrawn from the 
rear teats. When contact is broken by the 
distributor, the electro magnet releases the 
disc valve, air enters the tube and pushes 
the pulsator piston forward. The action 
of the teat-cups is immediately reversed— 
the liners of the two rear teat-cups collapse 
and milk is drawn from the two front 
teats. 

Each milker outfit generates its own 
magnetic force, whether it be operated by 
gas engine or electric motor. The installa- 
tion is simplified as only one pipe line is 
needed. The manufacturer states that 20 
cows can be milked with a %4-hp. motor. 
Made in a variety of sizes, for milking 1 
to 100 or more cows. 


An Outdoor Incinerator 


An efficient sparkless outdoor incinera- 
tor is now being distributed exclusively 
throughout the United States by Wiebusch 
& Hilger, Ltd. 106 Lafayette St., New 
York, N. Y. 

The “Burn-All” incinerator has been 
designed to burn rubbish and garbage 
quickly and without odor or smoke. The 
sides and bottom of the incinerator are 


Bigs 





perforated. This, with the air space be- 
tween the basket and the outside shell, per- 
mit the refuse to dry out, thereby retard- 
ing decomposition. 

In this style of construction a strong 
draft is said to be created, and flames are 
forced downward by the baffle plate which 
is attached to the lower part of the cover 
and fits over the top of the fire basket. 
This plate prevents sparks from rising to 
the chimney. 

The entire product is made of blue-an- 
nealed sheet metal with electrically welded 
seams. The “Burn-All” is well constructed 
throughout, burns efficiently much or little 
rubbish and is attractive with its heat- 
resisting aluminum finish. 

The three models are 1-A, having a ca- 
pacity of 2% bushels, designed for the 
average home. The No. 4 has a capacity 
of 4% bushels, and the No. 8 can take care 
of 8% bushels. In the two smaller sizes 
the inside fire basket lifts out for ash re- 
moval and in the larger size the grate may 
be removed to remove the ashes. 





A Rustless Metal Clothespin 


One of the recent introductions to the 
trade is a new metal clothespin which is 
said to be more economical than wooden 
pins. It has been designed to resist rusting 
and to hold clothes with a firm grip. Tite- 





snap Co., 530 Wisconsin Ave., Milwaukee, 
Wis., is the manufacturer. 

The “Titesnap” clothespin is said to be 
easy to use and will not tear silk garments. 
It is convenient to handle. The product has 
been designed to sell at a popular price. 





Ammunition Catalog Issued 
by Western Cartridge Co. 


The latest catalog of the Western Car- 
tridge Co., East Alton, IIl., covering its 
ammunition for rifle, revolver and shot- 
gun, has recently been issued and is dated 
Feb. 1, 1929. There is much interesting 
information relative to ammunition in this 
catalog. Several pages are devoted to the 
new Super-X shells with Lubaloy shot, 
which are said to be the last word in mod- 
ern shotgun ammunition. List prices are 
used throughout the book. 





An Adjustable Lawn Sprinkler 


A variable and adjustable revolving lawn 
sprinkler, giving either a mist or a heavy 
spray, is manufactured by the E. C. Brown 
Co., Rochester, N. Y. 

The base of the “Whirling Showers” 





lawn sprinkler is made of malleable iron. 
The cross arm, revolving shaft, nozzles, 
bearings, couplings, etc., are all made of 
brass. By using a fine adjustment of the 
nozzle and directing the nozzles themselves 
into the proper direction, a light floating 
mist for watering golf greens, etc., can be 
obtained. 

This lawn sprinkler will cover a range 
of more than 70 feet, says the manufac- 
turer. It is leak-proof and durable. 
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WASHINGTON NEWS LETTER 


Mass Merchandising to be discussed at Chamber of Commerce round 

table conference—Relatively few changes in the rates on hardware 

items in the metal schedule of the Fordney-McCumber tariff act— 
Home ownership growing says survey report 


(Washington Bureau of HARDWARE AGE) 

ASS merchandising by chain 
M stores and other distributing 

agencies will be discussed at an 
unusually interesting round table con- 
ference which has been arranged by the 
Chamber of Commerce of the United 
States in connection with its seven- 
teenth annual program, April 29 to 
May 3. The conference on mass mer- 
chandising will be held on the after- 
noon of Wednesday, May 1, in the ball- 
room of the Mayflower hotel. The sub- 
jects to be treated will concern im- 
portant changes that have taken place 
in the distributive field during the past 
few years and will explore the changes 
still going on. The conference will in- 
quire into the effect likely to be pro- 
duced by the increasing competition be- 
tween giant chain store systems and 
the effect this competition is likely to 
have upon the small retailer. 

The importance of the questions to 
be discussed has been emphasized by 
an announcement of the Chamber in 
which it was pointed out that “the 
whole business life of the nation is 
found in the transition from the ways 
of the peddler to the ways of Wool- 
worth’s or Wanamaker’s modern mass 
merchandising. 

“Carload lots have replaced single 
items as standard units in our highly 
geared distribution scheme,” it was 
stated. “The change has been gradual, 
to be sure, but it is still going on. No 
thinking person can ignore the signifi- 
cant tendencies, many of them conflict- 
ing, which make for mass distribution. 
Mass distribution has a definite mean- 
ing for every citizen and business. 

“The round table on mass merchan- 
dising is definite as to purpose, but 
broad as to scope. That which is vital 
to distribution is also vital to every 
type of business under the sun.” 

The subjects listed for discussion are 
as follows: 

Distribution Economies Effected by 

Mergers and Consolidations. 

a. What distribution economies are 
effected by mergers of manufac- 
turers of non-competing com- 
modities? 

b. What advantages are gained by 
consolidating chains of distribu- 
tors in different lines? 

c. Will the retail store of the future 
be a composite of existing 
types? 

Wholesaler-Retailer Cooperatives. 

a. Does the present tendency toward 
group action by retailers and by 
wholesalers and retailers com- 





By L. W. MOFFETT 


bined, indicate ultimate chain 
organization of distribution? 

b. Will the individual wholesaler or 
retailer, operating independent- 
ly of all others, survive? 

Chain Organizations and the Future. 

a. Do chains tend to improve inde- 
pendent retail methods? 

b. How will the increasing competi- 
tion between chains affect the 
growth of such organizations? 

c. Will the rendering of greater 
service—such as free deliveries, 
etc., now being extended by 
some chains, become an increas- 
ingly important factor in deter- 
mining continued success of the 
chain movement? 

Mass Buying and Selling Policies. 

a. What effect does mass buying 
have on the manufacturer? 

b. What policies should manufactur- 
ers establish in selling both to 
mass distributors and to small 
units? 

The Influence of Consumer Demand. 

How can the distributor and pro- 

ducer cooperate to meet consumer 
demand 
Style vs. Standardization. 
How can the conflicting style and 
standardization tendencies be har- 
monized? 





In order to get more general discus- 
sion, the Chamber’s program this year 
will depart from the practice of pre- 
vious years when formal papers were 
presented at round table conferences. 
Instead the subjects will be discussed 
extemporaneously, though thoroughly, 
by all who care to participate. 





Changes in rates on hardware items 
in the metal schedule of the Fordney- 
McCumber tariff act are understood to 
be few and slight as finally passed upon 
by the majority membership of the 
House Committee on Ways and Means 
in connection with the revision pro- 
gram for the special session of Con- 
gress, which convenes on April 15. The 
majority membership is said to have 
approved with only moderate modifica- 
tions the schedule as passed upon by 
the sub-committee which has it in 
charge, headed by Representative 
Bacharach of New Jersey. Mr. Bacha- 
rach said that, as a matter of fact, 
relatively few changes have been made 
in the metal schedule. And this evi- 
dently is true of the entire program so 
far as rates are concerned, except that 
it is thought rates in the agricultural 





schedule will be increased appreciative- 
ly. The suggestion for “limited revi- 
sion” made by President Hoover in his 
inaugural address apparently has been 
followed out by the Ways and Means 
Committee. The greater changes will 
relate to reclassification and revamping 
of administrative sections. Regarding 
the latter it appears certain that the 
Committee has made some important 
changes, but that it has continued the 
foreign valuation basis for assessing 
import duties. The flexible provision 
has been or will be enlarged so that 
changes in rates under it can be made 
more quickly than is now possible. It 
is understood that under the revised 
plan the Tariff Commission will resort 
to invoices of imports to ascertain 
costs instead of going abroad to inspect 
books of foreign manufacturers. The 
present plan of the Senate Finance 
Committee is to forego hearings and if 
it is adhered to the legislation will be 
greatly expedited. It will set a prece- 
dent, however, as the Senate Commit- 
tee in the past always held hearings 
and greatly changed the bill after it 
was passed by the House. 





American home life is moving in two 
directions. That vast section of the 
community having children is demand- 
ing more space than cities supply; and 
hence is moving toward the suburbs. 
The other group, the childless families 
or those with one child, are deserting 
their previous home for the greater 
convenience of apartment house life. 
Home ownership appears to be grow- 
ing. These trends are indicated in a 
survey made under the direction of 
Dr. John M. Gries, Chief of the Divi- 
sion of Building and Housing, Depart- 
ment of Commerce, which form a part 
of the studies for the Committee on 
Recent Economic Changes of the Presi- 
dent’s Unemployment Conference. This 
committee’s report has been completed 
and will be made public in May. Many 
other phases of American life, com- 
merce and industry, agriculture, bank- 
ing and finance, are included in the re- 
ports. More than 100 engineers, econo- 
mists and statisticians aided the Na- 
tional Bureau of Economic Research in 
making the surveys which furnish the 
bases for the Committee’s interpreta- 
tion of factors making for stability and 
instability in American economic life. 
The survey discloses that home con- 
struction forms a vital part of Ameri- 
ca’s $7,000,000,000 construction pro- 
gram annually. 














HARDWARE AGE for APRIL II, 1929 








(GENERAL MARKET NEWS 








Spring Lines and Shelf Hardware 
Share Strong Demand 


NEW YorRK, April 10.—Market reports are practically unanimous 
this week in conceding highly satisfactory business conditions in the 
hardware industry. Retailers in general have been placing more 
liberal orders, and shelf hardware is forming a large portion of 
them, while spring merchandise is, of course, in top demand. Sport- 
ing goods are noted among the very active lines. 

Obviously the more settled temperatures are responsible for the 


satisfactory condition at this time. 


Building is not, however, as 


active as it was hoped for, but optimism is felt for this branch of 


the business. 


The steel business and other major industrial factors are oper- 
ating at a high level, and this with the excellent crop outlook is 
expected to keep business in its present satisfactory condition or 


better. 


Prices are firm and jobbers are continuing to receive advances on 
products into which copper and brass materials enter. 
Collections are showing a slight improvement. 





Bank Debits Drop 7.2 Per Cent 
to $19,550,000,000 Total 


Debits of individual accounts, as _ re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week ending 
March 27, aggregated $19,550,000,000, or 
7.2 per cent below the total reported for 
the preceding week, and 25.2 per cent above 
the total for the corresponding week of 
last year. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to $18,706,- 
000,000, as compared with $20,216,000,000 
for the preceding week and $14,874,000,000 
for the week ending March 28, of last year. 


Commercial Failure Report 
Shows Sharp Increase 


Although rising considerably in the week 
of April 1, the number of failures in the 
United States again falls below the total 
for a year ago, according to R. G. Dun & 
Co. Numbering 512, defaults this week 
contrast with 438 the previous week, but 
are 36 less than the 548 insolvencies in this 
week of 1928. Comparing with the returns 
for the earlier year, decreases appear this 
week in the East, the South and the West, 
more than offsetting an increase on the 
Pacific Coast. With the smaller aggregate 
of failures this week, the number with lia- 
bilities of more than $5,000 in each case 
also shows a decline, being 303, against 344 
a year ago. 

Moderate improvement marks the insol- 
wvency record for the Dominion of Canada 








for the week, a total of 38 failures being 
reported to R. G. Dun & Co. That figure 
compares with 42 defaults the previous 
week, 51 two weeks ago and 40 in this 
week of 1928. 


Mail Order Houses Report 
Record Sales During March 


Sales of Sears, Roebuck & Co. increased 
28.4 per cent in March and those of Mont- 
gomery Ward & Co. were up 27 per cent 
compared with a year agg. Both had the 
largest sales for any corresponding month 
in their history. 

Sears, Roebuck reports March sales of 
$30,796,308, compared with $23,985,680 in 
March, 1928. For the first three months 
sales were $87,809,000; an increase of 21 
per cent over the $72,067,865 reported a 
year ago. 

Montgomery Ward’s March sales in- 
creased from $17,800,945 to $22,616,668. 
In the first three months sales were $59,- 
400,774, an increase of 30.3 per cent over 
the $45,576,495 reported in the first three 
months of 1928. 


Week’s Price Average 98.3 Per 
Cent, Says Prof. Irving Fisher 


Prof. Irving Fisher of Yale University 
announced on April 1 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 98.3 per 
cent. The February average was 97.7 per 
cent. The purchasing power of the dollar 
was 101.8c. on a 1926 basis of 100c. The 


| February average was 102.3c, says the 
Journal of Commerce. 

Crump’s Index of English prices for the 
week on the revised 1926 level was 94.3. 
The February average was 93.2. 

The Italian index on the revised 1926 
index for the week ended March 23 was 
76.2. 


Revenue Freight Loadings Rise 
3238 Cars in Week 


Revenue freight loadings for the week 
ended March 23 totaled 960,698 cars, or an 
increase of 3238 cars above the preceding 
week, the car service division of the Amer- 
ican Railway Association announced on 
April 2. 

Increases were reported in the loading 
of live stock, forest products, merchandise 
less than carload lot freight and miscel- 
laneous freight. All other commodities re- 
ported decreases. 

Compared with the corresponding week 
last year loading of revenue freight for the 
week was an increase of 10,504 cars, but 
a reduction of 42,838 cars under the corre- 
sponding week in 1927. 


Farm Price Index Rises 
Four Points During Month 


The index of the general level of farm 
prices advanced from 136 to 140 per cent 
of the pre-war level from February 15 to 
March 15, according to the Bureau of 
Agricultural Economics of the Depart- 
ment of Agriculture. At 140 the index is 
3 points higher than on March 15, 1928, 
and 14 points higher than in March two 
years ago. 

The advance of four points since Febru- 
ary 15 is accounted for by a season advance 
in the farm price of horses and mules, a 
sharp advance in the price of hogs, moder- 
ate price advances of all meat animals, 
corn, cotton and apples, and slight advances 
in the farm prices of wheat, flaxseed, hay, 
milk cows, butterfats, and chickens. The 
upturns in these commodities, however, 
were partly offset by a seasonal decline in 
egg prices, and minor declines in farm 
prices of oats, barley, potatoes and wool. 


Sharp Advance on Roofing 
Is Predicted by Jobbers 


At press time hardware jobbers predict 
a very sharp advance on roofing and roof- 
ing papers. No definite figures are avail- 
able at this time, but it is said that within 
another week information should be avail- 
able and that the heavy price advance ex- 





pected may come at almost any time. 
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Business Good and Prospects are Excellent 
at Chicago—Some Prices are Higher 


CuHicaGo, April 9.—Staple goods are moving in better than usual 
volume, according to local wholesalers and seasonable merchandise 
is in excellent demand. The aggregate sales volume is considered 
highly satisfactory with indications favorable for a very good season. 

Some spring lines, such as roller skates, are breaking all previous 
Baseball goods, bicycles, bolts, field fence, copper 
rivets, electric appliances, lawn mowers, oil stoves and ovens, screen 
wire, poultry netting, screen doors and window screens, clipping 
machines and wheelbarrows are also very conspicuous in current 


sales records. 


orders. 


Prices have advanced in several instances. 
A further advance of 25c. per cwt. 
is effective on white lead. Prices on babbitt metal are about 10 
Manufacturers of builders’ hardware have an- 
nounced advances averaging 10 per cent on numerous items, with 
local jobbers’ prices remaining unchanged for the present. 


per wire is considerably higher. 


per cent. higher. 


(Chicago Office of HARDWARE AGE) 


Rubber covered cop- 





Nearly all articles made of copper, 
brass and bronze have a higher price 
tendency, with the increasing costs for 
raw materials making advances seem 
likely. Manufacturers of coil chain 
and auto tires are understood to be 
contemplating advances for the near 
future. Very firm figures also prevail 
on brass hose nozzles, sprinklers, coup- 
lings, brass screws and copper rivets. 

Dirt roads in the country. are in bet- 
ter shape for travel, which has helped 
trade in rural districts. Increased ac- 
tivity is apparent in building opera- 
tions, with an improved demand regis- 
tering for builders’ hardware. Weather 
conditions have been just right in this 
trade territory to accelerate the call 
for spring items. Local market special- 
ists say: “Spring trade has started off 
at a pace seldom, if ever, recorded and 
there are prospects that the second 
quarter of this year will do better than 
a year ago and may even outstrip the 
early part of 1926.” 

The steel indusctry in the Chicago 
area continues to maintain a high pro- 
duction record, with the output averag- 
ing 95 per cent of capacity. Prices are 
firm. 

Collections average from fair to 
normal. 

AUTOMOBILE ACCESSORIES — De- 
mand for tires and tubes is improving. 
Some rumors of higher prices are cir- 
culating, but so far lack substantia- 
tion, with unchanged prices prevailing. 


JOBBERS’ Se gat yrs TO RE.- 
TAILERS, F.O.B. CHICA 

Spark Pingo Splitdort Ad Fords, 
50c. each; regular, 58¢. each; Cham- 


pion X, 45c. each; Champion Blue 
Box line, 53c. each: A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each 


Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 





Pumps.—Rose, 1% in. cylinder, $1.85 
each. 
Tires and Tubes.—Mansfield tires, 





30 x 3% Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50; Lib- | 
erty, 32 x 4, $9.50; Mansfield heavy } 
duty, 32 x 4, $11.50; Mansfield double ] 
service, 29 x 4.50, $13.25; 32 x 6.50, | 
27.60. Tubes: 30 x 3%, Mansfield, | 
$1.30 each; 29 x 4.40 Mansfield, $1.50 | 
each; 30 x 3% Liberty, $1.05 each; 
29 x 4.40 Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 


BASEBALL GOODS—Demand is heavy 
as the opening of the season ap- 
proaches. Prices this season are higher 
than last. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. CHICAGO: 
Louisville Slugger Bats, $18.00 doz.; 

Official League Balls, Goldsmith No. 


97, $16.50; Goldsmith Double-Play 
Fielders’ Glove (Horace Ford and 
Hughie Critz, $6.00 each; Goldsmith 
Bear Cat Special Fielders’ Glove, 
$2.35 each. 

BICYCLES — Demand is_ improving. 


Many dealers are carrying the line for 
the first time. Steady prices prevail. 
JOBBERS’ QUOTATIONS Phin RE- 

TAILERS, F.O.B. CHICAGO 

Double Bar Motor- Bike. Model, 
$26.25; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $23.60. 

BOLTS AND NUTS—Sales are larger 
as the demand for bolts for spring re- 
pairs, ete., increases. Prices are un- 
changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 
cent discount; machine bolts, cut 
thread, 60 per cent discount; all stove 
bolts, 75-10 per cent discount; lag 
screws, 60 per cent discount. 


All discounts are quoted from ‘‘full 
case’’ lists. 


BUILDERS’ HARDWARE—Some im- 
provement is noted in the demand as 
building is resumed. Manufacturers 
are advancing prices about 10 per cent 
on most items. Local jobbers’ prices 
unchanged for the present. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
3% x 3% steel butts, old copper 





and dull brass finish, $2.16 per doz. 
pair in case lots; less quantities, 


$2.34 per doz. pair; 4 x 4 steel butts, 
old copper and dull brass finish, $3 
per doz. pair in case lots; less quan- 
tities, $3.12 per doz. pair; heavv steel 
bevel inside sets $5 per doz. sets, 


case lots; steel bit-keyed front door 
sets, $1.45 per set; wrought brass, 
bit-keyed front door sets, $2.60 per 
set; cylinder front door sets, $6 per 
set. 

CHAIN—Demand is excellent. Prices 


are expected to advance in the near 
future, though definite information is 
not available at present. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.0.B. CHICAGO 
%-in. Proof coil chain, $8.75 cwt. 
base; trade marked coil chains, 40- 


10 per cent off list. 
COPPER RIVETS AND BURRS—De- 
mand is large and jobbers find it diffi- 
cult to keep up with advancing prices. 
JOBBERS’ QUOTATIONS" TO RE: 


TAILERS, F.O.B. CHICA 
Copper rivets and burrs, 25-5 per 
cent discount. 
EAVES TROUGH, CONDUCTOR 


is the season for 
Price situation is 


PIPE, ETC.—This 
most active sales. 
steady and strong. 
JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F.O.B. CHICAGO: 
28 sfage single head lap joint gut- 


ter, 5-in., $4.50 per 100 ft.; corrugated 

conductor pipe, 3 in. $4. 20 per 100 
ft: plain ridge roll, 1% in., $3.65 per 
100 ft.; corrugated conductor elbows, 
3 in., $1.51 doz 


ELECTRICAL MERCHANDISE— 
Warm weather is responsible for in- 
creased demand in electrical appliances. 
Prices on copper wire are higher, with 
steadily advancing raw material re- 
sponsible. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 
Electrical Merchandise.— No. 14, 
rubber covered wire, $7.50 per ae 
ft.;: in less than 1000 ft. lots, $7.75 
$14.00 per 1006 


No. 18 lamp cords, 
ft.; in 1000 ft. lots, $13.00; -in. 
brush brass key socket, 13c. aoa 


lots of 25, 121%4c. each; two-way plugs, 


45c. each; in lots of 10, 40c. each; two 
piece attachment plugs, 7'%4c. .each; 
dry cells, boxes of 55, 32%4c. each; 
less than case lots, 35c. each. 
Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3.90; Sun- 
beam, $5; in bots of six, $4.75; Per- 


colator, Universal 9169, $16.65. 

Radio Supplies.—Radio B batteries, 
D779E, $1.40 each; case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2. 80; No. 772, $2.06 each; packages 
of 5 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; ‘No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 


ages, $2.06 each. 

Radio Tubes.—UX-201A, 9lc.; UX- 
199, $1.30; UX-227, $1.95; UX-171A, 
$1.62%. 


FIELD FENCE.—Prices continue un- 
changed. Shipnents during March have 
been unusually heavy. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
726-6-1214, $28.68 per 100 rods; 1948- 
6-14%, $43.62 per 100 rods; 2158-6- 
14%, $48.98 per 100 rods. 
FILES—Sales are larger due to spring 
demand. Unchanged prices prevail. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


First grade, 50 per cent; 
grade, 60-10 per cent. 


medium 
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FISHING TACKLE—Rush orders are 
plentiful from dealers who did not 
place future orders, as window displays 
for the opening of the fishing season 


will soon be opportune. Prices are 
steady. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 


Bronson Level Winding Reels, $1.50 
each; Meisselback Level Winding 
Reels, $3.00 each; Heddon Chief 
Dowagiac Reel C4CD, $7.00 each; 
Heddon Golden Rod, $13.35 each: 
South Bend Plunk-Oreno, $8.00 doz.; 
South Bend Crippled Minnow, $6.80 
doz.; South Bend Teaz-Oreno, $5.00 
doz.; South Bend Whirl-Oreno Dis- 
play on cards, $2.00 card; Creek Chub 
Pikie Minnow assortment, $4.00 asst.; 
Creek Chub Lucky Mouse Assort- 
ment, $4.00 asst.; Creek Chub Injured 
Minnow. Assortment, $2.00 asst. 

LAWN 


GARDEN HOSE AND 
SPRINKLERS—Demand is good. Brass 
nozzles, sprinklers and couplings will 
probably advance soon. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Good quality molded garden poe. 
two braid, % in., 7c. per ft.; 
8c. per ft. Molded hose, one raid 
%-in., 644c. per ft.; %- in.. 7c. per 
ft. Five dy wrapped hose, ¥%-in., 
Lawn sprinklers, Rain 
.; Original, fountain 
sprinklers, $6 doz.; Rainbow, 38 in. 
high, $24 doz. 
GLASS AND PUTTY—Demand for 
glass is normally quiet awaiting re- 
sumption of the spring building pro- 
gram. Prices are firm. 


JOBBERS’ quetsTo TO RE- 

TAILERS, F.O.B. CHICAGO: 
Single streneth A, all brackets, 85 

per cent discount; single strength B, 
all brackets, 87 per cent discount: 
double strength , all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount: 
putty, pure ade, $4.25 per 100 Ib.; 
commercial, $3.50 3 per 100 Ib. 

GRASS CATCHERS—Average orders 

and contracts were placed for the sea- 

son’s supply. Demand has not yet 

registered with dealers. Prices are 

steady. 


JOBBERS’ quot Arion TO RE.- 
CHICAGO: 


TAILERS, F.O.B. 

Adjustable, galvanized bottom 
catchers for 14 to 16 in. mowers, 
$8.25 per dozen in full packages. 


Adjustable, galvanized bottom catch- 
ers for 18 to 21 in. mowers, $9 per 
dozen in full packages. Adjustable, 
plain canvas bottom catchers for 12 
to 16 in. mowers, $$5.90 per dozen: 
adjustable, plain canvas bottom 
eatchers, for 18 to 21 in. mowers, 
$7.60 per dozen. 


GOLF GOODS—Larger stocks are the 
rule as dealers have found it advisable 
to have all models and types. New 
lines and finishes are very much im- 
proved. Prices are steady with the 
figures about the same as last year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
Hillerich & Bradsby Matched Wood 
Clubs, No. 3A, $30.00 set; Grand Slam 
Irons, chromium heads, $4.00 each; 
Lo-Skore Wood Clubs, _rustless 
shafts, $3.65 each; Lo-Skore Irons, 
Hickory shafts, $2. ‘35 each; Competi- 
tion "Glubs, nickel lated heads, 
aluminum cap Pp, $1.35 each; Com- 
munity Clubs, oods and Irons, 80c. 
each: Crawford-McGregor Uni-Sets, 
) 50 to $28.50 set; Crawford-Mc- 
regor Duralite Matched Irons (6 in 


set), $36.00 set; Silver King Golf 
Balls, $7.50 doz. ; Royal Golf Balls, 
$6.50 doz. 


HAMMERS AND HATCHETS—Sales 
are picking up at a lively rate, at 
steady prices. Dealers are greatly in- 
terested in “leaders” locally offered to 





combat mail order specials. 





JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CHICAGO 
Hammers.—First quality 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 


chinists’ hammers, first “quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 
Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.: first 
uality hatchets, No. 2 broad, $16.40 
oz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


LAWN MOWERS—Business on future 
orders was larger this year than last. 
Current sales are expected to improve 
soon, as April, May and June are the 
best selling months. Lower prices pre- 
vail this season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
16 in. ball bearin 5 knife, 
wheels, $12 each; 16 in., ballbearing, 
4 knife, 10% in. wheels, $9. 25 each; 16 
in. ball bearing, 4 knife, 10 in. wheels, 
$7 each; 16 in. ball bearing, 4 knife, 
8 in. wheels, $6.75 each; 16 in. plain 
bearing, 3 knife, 8 in. wheels, $5.25 
each. 
NAILS, WIRE AND STAPLES—Sales 
volume is approaching the spring 
“peak. ” 4 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
L.c.l. quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3.20 per keg base. 
Mill shipment price is $3.05 base. 
Carload (36,000 lb.) base for mill 
shipment, still lower. Steel cut nails, 
$4 base. 
No. 9 black annealed wire, $3.20 per 
100 lb.; No. 9 galvanized, plain wire, 
$3.75 per 100 Ib.; catch weight spool 
galvanized cattle or hog wire, $3.80 
per 100 lb.; polished fence staples, 
$3.55 per 100 Ib. 


PAINTS AND OILS — Painting sup- 
plies are active. Two advances have 
been recently made on white lead 
prices. Prices quoted include advance 
of March 28. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Linseed Oil, Raw.—Barrel lots, 87c. 
per gal.; 5 barrel lots, 80c. per gal. 

Linseed Oil, Boiled.—Barrel lots, 
90c. per gal.; 5 barrel lots, 82c. per 


gal. 

Denatured Alcohol.— Barrel lots, 
63c. per gal.; steel drums, extra, $6, 
returnable. 


11 in. 


ee -——Drum lots, 73c. per 
ga 

White Lead.—100 Ib. a, $13.75 
cewt.; 50 Ib. kegs, $14.00 c 25 Ib. 
kegs, $14.00 cwt.; 12% Ib. pol *. 25 
ewt.; 5 Ib. kegs, $16.75, cwt.; Ib. 
cans, $18.75 c 


Shellac (4, ibe cuts).—White, 
per gal. in barrel lots, orange, $2.26 
per gal. in barrel lots. 

English Venetian Red.—In barrels, 
5%c. per Ib.; in 100-Ib. lots, 6%c. 


per Ib. 
had Paste.—Barrel lots, 7%c. per 


ROLLER SKATES — Demand is the 
largest in years. Jobbers’ stocks are 
badly broken and manufacturers are 
swamped with orders. Prices are un- 


$2.58 


changed. 
JOBBERS’ ry abet Me oo TO RE. 
TAILERS, F.O.B. CH GO: 
Union Hardware, oa s’, $1.40; 
Union Hardware, ris’, $1.50. 
Chicago: No. $1.30; No. 103, 


$1.40; No. 105, $1.40; No. 181, $2.65: 
No. 183, $2.75: No. 185, $2.75. 
ROPE—Prices are firm after the recent 
stiff advance in manila rope. Sales are 
about normal. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Best maaia, standard brands, base, 
22c. Ib.; No. 2 manila, 20c. per 
Ib. ; nest sisal, + per lb.; No. 2 
sisal, 14%c. per Ib. 


SAND PAPER—Demand is good, espe- 





cially for boxed sandpaper. Prices re- 
main steady. 


JOBBERS’ Tan TO RE.- 
TAILERS, F.O.B. CHICAGO: 


First quality, Flint sandpaper, 9 x 
11 sheets, $4.05 per ream; 1, $4.85 per 
ream; 2, $6.55 per ream. 


SASH CORD—Demand is improving. 
Prices are steady. 
JOBBERS’ QUOTATIONS To RE.- 


TAILERS, F.O.B. CHICA 

No. 7 standard brands, $8.15 per 
doz. hanks; No. 8, $9.35 per doz. 
hanks. Competitive ee No. 7, 


$7.70 per doz. hanks; No. 
doz. hanks. 


SAWS, HAND—Usual demand at un- 
changed prices. 
JOBBERS’ QUOTATIONS | TO RE- 


» $8. 80 per 


TAILERS, F.O.B. CHICA 
26 in., $29.50; doz.; 26 - “oe doz. ; 
26 in., $49.95 doz.; special, 26 in., 


Competition grade, $6.60 doz. 


SCREEN, WIRE AND POULTRY 
NETTING—Prices on this market are 
very steady except on some “off” 
makes. Sales are very heavy. 


JOBBERS’ OVA ore TO RE.- 
TAILERS, F.O.B. CHICAGO: 


12 mesh, painted screen cloth, $1.95 
per 100 sq. ft.; 14 mesh, galvanized 
screen cloth, $2.65 per ‘100 ma; 2; 
galvanized before poultry netting, 
50-10-5 per cent discount. 


SCREENS (WINDOW AND DOOR)— 
Early shipments are very heavy. Prices 
~~ in advance of 1928 values. 


OBBERS’ QUOTATIONS TO RE.- 
TAILERS. F.0.B. CHICAGO: 


Doors, 2-ft. 8-in. x 6-ft. 8-in., No. 

296, $22°60 doz.; No. 311, $26.80 doz.; 

Extension Screens, No. 1833, $4.20 
SHEARING AND CLIPPING MA- 
CHINES—Sales are lively as dealers 
are preparing for a large demand dur- 
ing the April and May shearing season. 
Prices are steady. 


JOBBERS’ eS RE.- 
TAILERS, F.0.B. CHICAGO 

Stewart, No. 1 clipping machine, 
$14 list; one man power shearing 
machine, $27.50 list; top plates, No. 
90 and 360, $1.50 each; bottom plates, 
No. 99 and 361, $2 each. Dealers’ 
discount, 30 per cent. Stewart elec- 
tric clipping machines, pedestal type, 
#80 list; shearing machines, $95 list. 
ealers’ discount, 25 per cent. 


SOLDER AND BABBITT—Sales about 
normal. Lead prices are much stronger. 
No change on solder prices, but babbitt 
metal is advanced about 10 per cent. 


JOBBERS’ Seta TO RE.- 
TAILERS, F.O.B. CHICAGO: 


Warranted 50-50 solder, $35 per 100 

Ib.; medium 45-55 solder, $33 per 100 

Ib.: tinners 40-60 solder, $30.50 per 

100 Ib.; high speed babbitt metal, 322 

os 100 Ib.; aneere No. 4 babbitt 

» $13 per 100 1 

ome, smeere—Priee remain un- 
changed, with terms offered by manu- 
facturers, one-half of 1 per cent cash in 
10 days. Local hardware jobbers are 
selling on old 2 per cent 10-day terms. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


“ oy fee, werpvanines siesta, Ba .65 
e 2 gage ck sheets, 
$3.80 per 100 Ib. ” 


WHEELBARROWS—Low priced bar- 
rows are very active. Contractors’ 
barrows are in improved demand. Un- 
changed prices prevail. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 


Light steel leg, steel tray barrows, 
$3.75 each; Contractors’ barrows, 4 
cu, ft. capacity, $6 each. 
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Clearer Weather Stimulates Trade, Says 


improvement. 
Collections are reported fair. 


Atlanta Report 


ATLANTA, GA., April 3.—Several days of clear skies and spring 
weather have stimulated activities with Atlanta hardware jobbers. 
Present indications are that the few recently experienced dull days 
will be made up for in very short time if the weather continues as 
it is now. Crop preparations, of course, have been retarded but just 
as soon as farmers are able to get into the fields and begin to make 
progress with their planting business is expected to show further 





ALUMINUM WARE.—Aluminum ware 
is moving in nice volume at present 
time. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 





Qt. Per Doz 
S—"FOR MOGIOR ..0ccccccccscess $12.00 
644—Tea kettles .............. 16.00 
4—Convex kettles ............ 8.00 
6—Convex kettles ............ 8.50 
8—Convex kettles ............ 12.00 
pe eee 8.00 
ee Ce oor 9.60 
Gee WEED ciciasccsoeccee 8.00 
10—Water pails .............. 9.00 
2—Dairy pans .. - 3.00 
3—Dairy pans 3.50 
4—Dairy pans 4.85 
2%—Pitchers -. 6.00 
ew. ere 8.00 
SN, PE once sc ccvscvoves 9.00 
DOOMED POREID: ow ccc cc ccewecce 12.00 
ee Eee err ce 16.50 


AUTOMOBILE ACCES SORIES.— 
Sales are only fair at this time, but are 
expected to show improvement within 
the next few days. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Auto Chains.—Weed and Rid-O- 
Skid chains, list, less 30 per cent; 
12 to 49 pairs, 35 per cent off; 50 pairs 
or more, 40 r cent off. 

Champion spark plugs, 45c. each. 
a blue box, 53c. 

. 1 Springfield pumps, $1.75 each. 


BACK BANDS.—Demand continues to 
be heavy for back bands and webbing. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 


P E 
No. 79 hook back bands, 5 in... $3.75 
No. 122 hook back bands, 5 in.. 3.75 


No. R19 hook back bands...... 5.00 
Humane back bands........... 4.50 
Big Six back banGs........0006 6.00 
Back Band Webbing 
Per 100 F 
re Pee $5.2: 
SS ee err e 6.50 
Seer eer 3.50 
SEO ES avi iwetacdedsaebees 4.25 


CLIPPERS.—Orders show good sales 
on clippers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Brown and Sharpe Pressant or nar- 
row plate, $4.50 per pair, less 25 and 
10 per cent. 
American mr $3 per pair, less 
33% per cent. 


CORRUGATED ROOFING. — Roofing 
sales indicate a fair steady demand. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 

$4.00 per square is quoted, with 10 
cents added for 11 and 12 ft. lengths. 

Felt Roofing.—1 ply, smooth, 70c. 

r roll; 2 ply, smooth, 85c. Rt roll; 

ply, smoot $1. J ber roll; slate 
surface, $1.30 per roll 





COTTON COLLARS.—Cotton collars 
are showing activity. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Per Doz. 
RRR, ddwekecktcnvevncees of $12.00 
NS, UES idle vo ibs0's, 80 Cabieeles 8.50 
BEE cacccdesecctacvesccssonie 13.75 
edna ses eabeseence eens 7.50 


COTTON MOPS.—Sale has increased 
on cotton mops. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 


Oz. Per Doz. 
Pee pasa eC 0 6 RG RAS ACES DANS Ke Re $5.50 
Be waWaleGh Kare ano de aa eevee kees eas 6.50 


FORKS.—Spring season has increased 
sale on forks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Manure Forks.—4 tine, strapped, 
$10.74 per doz.; 5 tine, strapped, 
12.50 per doz.; 6 tine, strapped, 
14.70 per doz. 

Cottonseed Forks.—10 tine with 
steel D handles, $26.00 doz.; 12 tine 
with steel D handles, $30.50 doz. 


FREEZERS.—Business is good and 
jobbers are meeting the demand with 
well balanced stocks. 


JOBBERS’ be ei tat TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 


Frost - Steel Frame.—1l at., 
3.30; 26 Be.88: | 8 qt., $4.60; 4 at., 
5.60; 6 gt. 7.10; 8 qt., $9.20; 10 at., 
12. 25; 1 gt, $13.75; 16 qt., $19.20; 
20 qt., $24.8 
Snow Ball, Steel Frame.—1 at., 
4.00; 2 qt., $4.65; 3 qt., $5.55; 4 qt. 
6.85; 6 qt., $8.60; 8 qt., $11.10; 10 at., 
14. 85; 1 ‘at., $17.80; 16 qt., $21.10; 
0 whee 27.40. 

White Mountain.—1 at., $4. Po 2 ak, 
5.65; 3 qt., $6.75; 4%, $8.25; 6 at., 


$10.45; 8 at., $13.50; qt. "$18.00: 
gt.» $21.55; 33 : re 0; 20 aqt., 
$83, 0; Bi at. 


Aretic okene 4 at., $4.00; 2 qt., 
$4.60; 3 qt., $5.55; 4 qt., $6.80; 6 at., 
$8.60; 10 it., $14.80; BH AR al $16.65; 
15 at., $23.30; 20 at., 


GALVANIZED SP R INK LERS.— 
Spring season has stimulated sales and 
this item shows good movement. 
JOBBERS’ QUOTATIONS TO RE- 
here F.0.B. ATLANTA, GA.: 


at., 5.00 7 doz.; 6 at., $6.75 per 
prt ; 8 ne #0 a oz: ; 10 at., $9.00 
per doz.; 0.80 per doz.; 14 
qt., $12.50 * p By 
GALVANIZED HARDWARE CLOTH. 
Good business is reported on hardware 
cloth. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 
2x 2, 24 in., $8.50 per roll of 100 
lineal ft.; 2 x 3, 0 in., $10.25 per roll 
of 100 lineal ft.; 2 x 36 in., $12.50 


er roll of 100 lineal ft.; 3 x 3, 24 in., 
9.50 per roll of 100 lineal ft.: 3 x 3, 





30 in., $11.50 per roll of 100 lineal ft.; 
3 x 3, 36 in., $13.50 per roll of 100 
lineal ft.; 4 x 4, 24 in., $10.50 per roll 
of 100 lineal ft.; 4x < 30 in., $12.50 
per roll of 100 lineal ft.; 4 x 4, 36 in., 
$14.50 per roll of 100 lineal ft. 


GARDEN RAKES.—Business is good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


12 tine bow, $8.60 per doz.; 14 tine 
bow, $9.00 per doz.; 16 tine bow, 
$9.50 per doz.; 10 tine’ malleable, $5.00 
per doz.; 12 tine malleable, $5.40 per 
doz.; 14 tine malleable, $6.00 per doz.; 
16 tine malleable, $6.50 per doz. 

Brume rakes, $9.00 per doz. 


HAMES.—Spring season has increased 
sales on hames. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Per Doz 
No. 61 Lone Star Hames...... $12.50 
No. 161 Lone Star Hames...... 10.00 
No. 31 Lone Star Hames...... 18.75 
No. 561 Lone Star Hames...... 16.25 


No. 63 Orchard L. S. Hames.. 14.00 


HOES.—There has been a big demand 
for handled hoes and orders are still 
coming. Stocks are badly broken. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Light cotton hoes, first quality: 


Inches Per Doz. 
6 WU Ne civnctisveveedswaseueue 6.60 
OH OG Savcvcvavevcseccacens 6.90 
7 Miisguswcdascndeaceeetegenuen 7.62 
PRM) oS ice acd aneneeeewawena 7.98 
OR rcar dienes cae eendeweteeden 8.22 
Regular cotton hoes, first quality: 
6 MSs oven pha tiocaiesewsees 6.8 
PR d's say So cne de Sechewtads 7.22 
2 Er A ete peter 7.98 
ed rr en Ne 8.22 
8 Ree 8.58 
Black land hoes, first quality: 
7 Dee cade cates an balkie a ures 2 
1% MEN atx & weed asices aesnndeen 7.50 
: 5 waives wuleta tgara ad oer ‘? 
PVETARRAE TRECs Rhee whan 8.5 
AT ae | ae eee arene pein oe 9.00 
Short shank hoes, first quality: 
a EMER: cel kasdincew cabieseetae 1.2 
Dame La aiche tawlod dues ccs cueumoes 7.98 
CR og Savina bes aon weadbae ease 8.58 
SEER aiira eau h en he ae Wee wd C5 RE es 8.58 


HOE HANDLES.—Good business on 
hoe handles. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 

5 ft. G. N. hoe handles, plain, $2 
per doz.; 5 ft. G. N. hoe handles with 
ferrules, $2.40 per doz.; 6 ft. pine 
Scovil hoe handles, $2 per doz. 


LAWN GOODS.—Spring season has 
stimulated sales on lawn goods and 
items of this commodity are moving in 
nice volume. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, GA.: 
%—50 ft. sections, 6 ply garden 
hose, 10c. ft.; %—25 ft. sections, 6 ply 
garden hose, 10c. ft.; %—650 ft. sec- 
tions, 5 ply garden hose, 8c. ft.; 
—25 ft. cautions, 5 ply garden hose, 
Rain King Sprinklers, $2.35 each. 
Giant Rain King Sprinklers, $6.67 
each. Lawn mowers from $8.00 up. 


PLOW GOODS.—Plow goods continue 
to be in heavy demand. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 

W. B. Boy Dixie ~ $3.75 wen 
W. B. Farmers Friend, $4.67; 
Little Giant, $4. et: y aioe 
garden, $3. 33; , Plain spring tooth cul- 
tivators, $5.2 Little Joe harrows, 
$4.42; 50- oun a. harrows, $21.35; 
60- tooth, $24.60; 9-tooth weeders, 
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$13.75; 7-knife stalk cutters, $52.40; Nesco Rockweave Wicks, $3 per | JOBBERS’ QUOTATIONS TO RE- 
9-knife, $52.95; Dow Law ~ egtton doz. list; chimneys, complete, $1.50 TAILERS, F.O.B. ATLANTA, GA.: 
planters, $6.25; chain guano distribu- each list; glass tanks with valves, | Per 100 Lb. 
tors, $8.00; Knocker frusno, $8.00; $1.40 each list. | TC Mt RRP eee eee eee CE? $62.50 
Georgia stocks, % in. $2.33; 5-16 Nesco stoves and repairs take 33% 2 RE Ee 69.40 
in., $2.38; % in. $2. 48; Universal per cent discount. Se RO aS es RS 2 Oe 71.25 
stoc a bent foot, $2.53; welded foot, Perfection.—Oil range, white por- 2 EES LESS ER a 83.60 
celain with built-in oven, No.- 339 POS IRS SS ae eA mgmt: 87.75 
AO stock handles, No. 1, $8.00 with 5 Superfex burners, $143; No. 2 1S RPO CI SOD Satake 148.00 
per dozen; outen jong Le $8.75; 279, et ~*~ Benge, Mack aR Ge rag eas oo We ? 
rough stra ght plow andles, 4% gray, oves, o. 74 ey } 
ft long, $3.62 per single dozen’ ers, $31; No. 73, $24.25; No. 72, $18.5 esr COOLERS.—Coolers are go- 
ealers’ discount on net Snead ing well. 
POST HOLE DIGGERS.—Orders are of less than $100, 30 per cent; on all 
steady on post hole diggers. net purchases, including and_follow- JOBBERS’ QUOTATIONS TO RE- 
. ing $100 qualifying order, 33% per TAILERS, F.O.B. ATLANTA, GA.: 
JOBBERS’ ry gti! TO RE. cent. On all purchases amounting to Enameled galv. lined. 
TAILERS, F.O.B. ATLANTA, GA.: $250 - Be —. calendar year, zal. ae 
> annua onuses of from 2 per cent BD. sodaeecivasbaes eve teeksezeb hab 2.70 
Pie hole diggers, $16.00 per doz. to 10 per cent will be paid according | Bs ee le pecs Gly iene are Come ae el 26.00 
, to volume of business. Be Nik b'ee pabhewener ee benss ikaw 28.50 
POTATO HOOKS.—Orders are begin- ’ rien Phage white porce- BE eA Sr 
. . * : ain wit uilt-in oven, No. 249, $1.25. DP Lk cag star evsreth tes reece e eae 47.00 
ning to come in and business is good. Stoves, No. 44, 4 burners, $31: No. Bee Ree eee 62.50 


JOBBERS’ QUOTATIONS TO RE- 43, 3 burners, $24.25; No. 42, $18.50 


| ie 
TAILERS, F.0.B. ATLANTA, GA | ee: — the same as on | WIRE PRODUCTS.—Wire orders indi- 
4 tine, $9.50 per doz.; 5 tine, $12.00 | Puritan Pressure-gas (Gasoline).— cate a big demand for this line. 
per doz.; 6 tine, $13.00 per doz. n ; . : aren | 
White porcelain range with built-in . 
ROPE.—Orders are steady on rope. | oven, No. 759, $132. Stoves, No. 714, | JOBBERS’ QUOTATIONS TO RE- 
: | 4 burners, $39: No. 713, $34: No. 703. TAILERS, F.O.B. ATLANTA, GA.: 
JOBBERS’ QUOTATIONS TO RE- | 3 burners, $27.25 | Plain Smooth Wire Black Galvani 
| » $27.25. in Smoo ack alvanized 
TAILERS, F.O.B. ATLANTA, GA.: Discounts same as on Perfection Gage Per 100 Ib. Per 100 Ib. 
Cotton.—Cotton rope is quoted at } stoves. ee eer SS $3.50 $4.00 
28c. to 36c. per pound. _Wicks.—Oil Stove Wicks—Perfec- | See ree 3.55 41.05 
Manila.—% and larger, 25c. per Ib.: | tion and Puritan, $3.75 per doz.; $45 Ge coarsest ols ne bic aoa 4.10 
%, 26c. per Ib.; %, 27c. per Ib.; %, | per gross. oe beswde sus te eee ee 3 65 4.15 
28c. per Ib.; 5-16, 29c. per Ib.: %, | Dealers’ discounts the same as on | BE Kotesrinddhs seen renee 4.45 
29c. per Ib. ooo stoves. EE cucdvat ee cokes 4.20 4.85 
4 5 | erfection.—_Portable kerosene- | ae , 
STEP LADDERS.—Step ladders are| burning room heaters, No. 1686, gaat Uke canta, is; Depoint light 
moving well. mage sen PS ag F ctaigg ay hog, $3; 4-point heavy: cattle, $3.75; 
JOBBERS’ QUOTATIONS TO RE- | $10.25; No. 1530, black drums, nick: | 4 point heavy hog, $3.95. | 5) 
TAILERS, F.0.B. ATLANTA, GA.: |  eled trimm‘ngs, $9.50; No. 525. black | I, 26-14, $525: 832-12, $6; 939-11 
4 ft., $1.20 each; 5 ft., $1.50 each: | drums and trimmings, $7.50. | $785; 1006-18%. $11. °° ° 
ach: 9 een 6 | € discounts e sé Ss | ted 4 “¢ Ps — 
. t.. a a 8 ft., $2.40 each: Vealeddine haan eae ree Poultry and Rabbit.—14 gage fence 
a eiie : Ovens, Perfection.—No. 211, 1 burn- Pers. sibs, Ha 1635-14, $4; 1918-13. 
\ “ay j 4 > ¢ 29e0- N ” ees aes | .85; 2158, $5.50. 
STOVES. — Better business on oil Toe ee ee wo wd ty Roma — Steel Fence Posts.—‘‘T” galvanized 
stoves. Orders are coming in fine. drop door, $6.70... ; Blass | «OB ft., 5c. each; formed Peeine sc. 
JOBBERS’ QUOTATIONS TO RE- Puritan.—No. 42G. 2 burner. glass | ne ‘ote aS eS os 
TAILERS, F.O.B. ATLANTA, GA.: drop door, $5.75; No. 42, 2 burner, | galvanized, 7% ft., 76c. each: formed 


steel drop door, $5.50. painted, 50c. each; singe galvanized, 


Nese oil Cc c § jes, 2 ‘ner ° . 
$19 page ——. etapa Ah seine S Dealers’ discounts on Perfection 8 ft., 7c. each; formed painted, 55c 
list: 4 bi st 689. amclh Sint E-lnsen and Puritan ovens the same as on | A A ll taps thera : sien i 
oa #. ne $32 each ist; 5 burner, Perfection stoves. a Wire» 1 mali nek. 62:86 
$43.25 eac st. .—12-mesh, black, 285 
ke ea ae eee é purner. | TRACE CHAINS.—Business has been gor ie sq, ft; 14-mesh galvanized, 
a. each list; <¢ yurner, 0 each | . é. er sq. “3 -mesh, gal- 
list; 4 burners, $9.10 each list: 6 | good on trace chains and orders are vanined, $2.90 per 100 sq. ft.; ae. 
burner, $11.25 each list. coming in. mesh, bronze, $6.50 per 100 sq. ft. 


New England Jobbers Report a Sizable 


Increase in Sales Since Last Reports 


; (Boston office of Harpware AGE) owners are starting 1929 with last 
BosTon, April 9.—New England shelf hardware jobbers report a | year’s car, and adding accessories to 
sizable increase in sales during the past week, due primarily to more | make the automobiles more attractive. 


seasonable weather conditions. The character of buying, however, | The improvement in retail sales is not 
A . 2 a reflected in the jobbing market to any 
appears to have changed quite a little. While there has been a slight appreciable extent, although some job- 
increase in the retail demand for spring merchandise, perhaps the | bers maintain the movement of tires 
bulk of the better buying has been confined to goods related to the | and tubes out of stock increased the 
copper and brass class. Advances in prices for products made of | Pst week. 
copper and brass have stimulated rather than deferred buying. TAILERS F. sieves: 
Retailers in general have bought merchandise more liberally of | mich; omnes gts Ape 


i i i ; list; 31 4 in., $10.80; 32 4 in., 
late and business is gradually developing. Warm, sunny days bring ibe Shatin fie 


spurts in trade and when real sustained spring weather sets in busi- gu5-55: RA ae hE ae 
ness is expected to improve considerably. In the mean time the Tires.-Mansfield line. balloon, 27 x 
hardware business, from the jobbers’ viewpoint is looked upon with $7.40: 30 x 450-21, $8.25, 30 x $.00-20" 
conservatism. og ge pe $10.65. Discount 


; H s Ti -—M field li ball - 

The average retail hardware business seems to be going along | 1 "Gh, Mansfeld line, balloon. six: 
all right. 5.25-20, $14.30; $0 x 5.50-20, $16.05; 35 
x 6.00- 23, $19. Discount, 7% per cent. 

Viger ary 7" Mee oa to the 
carton, x 4.40-19, . er car- 
AUTOMOBILE ACCESS ORIES.— | sales of all kinds of automobile acces- ton list; 30 x 4-50-21, $18. iscount 
Since April 1 there has been a percep- | sories. Despite the comparative cheap- ie’ per take maaan py oa ye r= 


tible improvement in over-the-counter | ness of automobiles today, an army of cost. 
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Tubes.—Mansfield line, six to the 


‘carton, 30 x 4.75-21 
5.00-21, $10.50; 


31 -19, $13. 

$13. 80; 33 x 6.50-21, $16.50. Discount 
10 per cont. In less than carton lots 

= per tube should be added to the 
ist. 


COMPRESSION BIBBS.—One of the 
largest local jobbing houses says, “with 
the continued rise of copper and brass 
we are daily expecting an advance in 
compression bibbs, and are advising 
our customers to have an ample stock 
for their present requirements.” 


BOTTLES.—Jobbers have cut prices on 
certain types of Stanley bottles all of 
25 per cent, following the receipt of 
new lists from the manufacturers. The 
popular selling numbers are now 
quoted as follows: Pints, No. 903, $3.32 
each net, No. 803, $3.32; quarts, No. 
904, $3.50. Quotations on other lines 
of bottles remain as heretofore. 


JOBBERS’ ron: TO RE- 
TAILERS, F.O.B. BOST 


Bottles.—Steel shell, om 3° > 
handle, nested drinking cups, 
521, $12 per doz., net; No. 522, $20: 
No. 571, $16; No. 572, $24. Brass 
shell, Ri handle, nested cups, 
1, $18; No. 5192, $28; ae 591, 
320: No 592, 30; No. 581, $22; No. 
582, $32. Half pints, for school kits. 
No. 70, steel, 
$9; quart. $17.5 0. 
ity pint, $7; utility quart, $11. Uni- 
versal, No. 1975, six pints and six 
quarts with free pas $19.75 net. 
Fillers.—No. 00, r doz. net; 
No. 01, $8; No. 62, ¥ a 


BRIGHT WIRE GOODS.—The market 
for brass bright wire goods is 10 per 
cent higher than heretofore. This ad- 
vance is in common with brass goods 
in ‘general. 


i JOBBERS’ QUOTATIONS . 
TAILERS, F.0.B. BOSTON: nesage 


cont Mate —Bright, ot a 10 per 
un rass 
cent discount. ts lec 


BUILDERS’ HARDWARE.—The Rus- 
sell & Erwin line of builders’ hardware 
has been advanced approximately 10 
per cent. Jobbers anticipate advances 
in similar lines within the near future. 
Builders’ hardware in general is open- 
ing the new year in a slow manner. 
Most retailers are fairly well stocked, 
and building throughout New England 
in general is backward. The high cost 
of borrowing money and a further ad- 
vanee in the cost of labor as compared 
with last year is hurting the building 
game. 


BURRS. — The cost of copper burrs 
hag gone up about 10 per cent. They 
are now plus 20 per cent. 


BUTTS.—Jobbers rather expect higher 
prices on wrought brass butts and door 


Columbia, pint, 
Assortments, util- 





closers, although no specific mention of 


higher prices has been made by the 
makers. 

CLIPPERS.— With the advent of 
spring has come an increased demand 
for all kinds and makes of clippers. 
Prices, as compared with a year ago, 
are quite reasonable, a modification 
having been made since then in some of 
the popular numbers. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 

Clippers.—Toilet, Plymouth, No. 0, 
80c. each, net; Mayflower No. 00, 
90c.; American Gentleman, No. 00, $2: 
No. 000, $2; Coronet, No. 00, 70c.: 
Liberty, No. 000, $1.25. Brown & 
Sharpe narrow plate, $4.50 each list; 
discount 25 and 15 per cent. 

Clippers.—Horse, No. 169, $2 each 
net; No. 189, $1.25. 

Clipper. —Machines, horse and cow, 
ball bearing, No. 10, $16 each list; 
discount 30 per cent. 

ESCUTCHEON PINS.—Jobbers re- 
cently put out new prices on escutcheon 
pins, following the receipt of new lists 
from manufacturers, which show an ad- 
vance of approximately 10 per cent. 
The cost to the retailer now is 25 per 
cent discount. This change is the first 


one made in many months. 


KITCHENWARE ASSORTMENTS.— 
Retailers, especially those endeavoring 
to combat competition from chain 
stores, are taking to various kitchen- 
ware assortments like wildfire. So 
popular have become these assortments 
that jobbers have under consideration 
the making up of others, in different 
lines of goods. The kitchenware as- 
sortment items retail at 10c. each and 
make an attractive table or counter 
display. Further, the assortments com- 
pare very favorably with those put out 
by the chain stores. One of these as- 
sortments put out by a local jobber 
has met with exceptional success, from 
the jobber’s as well as the retailer’s 
point of view. It is made up of the fol- 
lowing: 1 doz. forks; 3 doz. strainers; 
1 doz. slotted spoons; 1 doz. solid 
spoons; 3 doz. cake turners; % doz. 
ladles; 2 doz. spalula; 1 doz. mashers; 
1 doz. plate scrapers; 1 doz. batter 
whips; 1 doz. ice picks. , This particu- 
lar assortment, known as G1921, jobs 
out at $12. The margin to the retailer 
is better than 35 per cent. 

LAWN ACCESSORIES.—All goods 
coming under this caption are selling 
mighty well, according to jobbers. Ship- 
ments to retailers of garden hose are 
still somewhat backward, although the 
situation is much better than it was a 
month or so ago. Retail buying of lawn- 
mowers, for delivery a little later in the 





Lawn King sprinkler on orders amount- 
ing to $45 net. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 
Hose.—Rubber, garden, Commer- 


cial, in., 6%c. per ft., net; 
> Aas in., 7%4c.; ‘Vigilant. 


in., $10.50; " 0 in., $12; 
high wheel, 14 in., $9; 16 in., $9.50; 
18 in., $10; 20 in., $ : cial, 
style 8-4, 14 in., $8.50; 16 in., $8.90; 
in., $9.3 ; special, style 8-3, plain 
beaning, 12 in., $5.40; 14 in., $5.80; 
16 in., $6.20; 18 in., $6.60. 
Rakes.—Lawn, Ww en, 3 bow, 
steel, Hub, $9 per doz. net; 3 bow, 
steel, hand made, $10. Wood handle 


on rake with 24 teeth, 24 grade, $6.60 
per doz. net. Bambo, Lawncomb, $9 
per doz. net. Broom, No. 10, $2 per 
doz. net; No. 66, extra strong, $4. 


RIVETS.—Copper rivets, formerly 30 
per cent discount, are now 25 per cent 
discount. There has been no change in 
other kinds of rivets for some time. 
JOBBERS’ QUOTATIONS. TO RE- 
TAILERS, F.O.B. BOST 
Rivets.—Structural, taht $4. 95 per 
100 lb. Soft steel rivets, in full kegs, 
40 and 10 per cent discount; less than 
full kegs of a size and package, 40 
per cent discount. All manufactur- 
ers’ extra for quantities must be 
added to the list price before deduct- 
ing the discount. Copper rivets, 25 
per cent discount. 
SOLES.—With the cost of living still 
on a high level, and with many people 
out of work or subjected to a reduction 
in wages, there is a constant call from 
retail hardware dealers for shoe find- 
ings. Just now jobbers have quite a 
call for soles. With every order of 
three dozen soles comes a display of 
heel savers, free. 
JOBBERS’ QUOTATIONS. TO RE- 
TAILERS, F.0.B. BOST 
Soles.—C-Ment-On, $4. i. per doz. 
net. 


COPPER TACKS.—Prices for copper 
tacks have not changed. Jobbers feel 
prices will be higher before long, and 
because of their attitude such mer- 
chandise is in better demand. 


WIRE CLOTH.—Bronze and copper 
wire cloth has been marked up 25c. per 
100 sq. ft. New prices follow: 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Wire Cloth — corm 14 mesh, $6.50 
per 100 sq. ~" 4 Bronze, 
14 mesh, $7; 
Wire Cloth. fac me itl "shipments: 
copper, 14 mesh, $5.85 per 100 sq. 





The following table will show any buyer or seller the 2 
value of the earning capacity of the cash discount when 


properly used : 

% 9% 10 days—net 30 days equals 
1 9% 10 days—net 30 days equals 
1%9% 10 days—net 30 days equals 
2 % 30 days—net 4 mos. equals 


Read Matter Continued On Page 108 


season, has improved. From now until f.0.b. mill; 16 mesh, $6.25; 18 mesh; 
April 20 jobbers are allowed to give a en Rs a id, mesh, 95. erat 
The Cash Discount 
% 10 days—net 60 days equals 14% per annum 

2 % 30 days—net 60 days equals 24% per annum 

9% 2 % 10 days—net 30 days equals 36% per annum 
© per annum 

18% per annum 3 % 10 days—net 4 mos. equals 10% per annum 
27% per annum 3 % 30 days—net 60 days equals 36% per annum 
8% per annum 3 % 10 days—net 30 days equals 54% per annum 
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ese © doors open and 


close with clockwork 
precision 















Capitol Garage, Kansas City’s largest, NEVER 
keeps a patron waiting. Only R-W equipment 
assures such service. 


wit 
AUT-O:DOR 
Glectric Operators 








lena 





This entire installation—doors, hardware and power—is 
R-W equipment. The four entrance doors or the four 
exit doors operate independently—or all eight doors may 
be opened and shut simultaneously—from any part of 
the garage or office, by simply pulling a cord or pushing 
a button, several of which are conveniently located. 


Smooth, quiet, certain, trouble-free operation is as- 
sured by many exclusive engineering features which be- 
long to the R-W Aut-O-Dor Electric Door Operator, R-W 
Slidetite hardware and R-W laminated panel doors. 


The low first cost and low final cost of a complete R-W 
installation will be a revelation to you. Write for Catalog. 





A Hanger forany Door that-Slides 
New york . . . . AURORA, ILLINOIS, U.S.A. . . . .. Chicago 
Boston Philadelphia Cleveland Cinci i Indi: lis St. Louis New Orleans Des Moines 





Minneapolis Kansas City Atlanta Los Angeles San Francisco Omaha Seattle Detroit 
Montreal - RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. + Winnipeg 
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Jobbers Continue to Get Price Advances on 
Copper Goods, Pittsburgh Reports 


enters. 


accounts. 


(Pittsburgh office of HARDWARE AGE) 
PITTSBURGH, April 9.—Favorable weather for outdoor activities 
is reflected in a strong demand for hardware for the garden and 
lawn, for paints, household cleaning supplies and for other goods 
seasonal to this time of the year. 
of price advances in items into the manufacture of which copper 
That metal has been stationary in price for the past few 
weeks, but there were apparently a good many manufactures which 
lagged behind the advance to 24c. per pound for the base metal and 
now are being brought into line in price with that level. 
advance of 14c. per pound in white lead has been made since last 
Prices on other goods are holding to recent levels. 


Jobbers still are getting notices 


has been no appreciable quickening in collections. 





Steel business continues to run con- 
siderably better than general business 
in this part of the country. There is 
very little idle open-hearth steel mak- 
ing capacity and rolling mill engage- 
ment, with the possible exception of 
that employed in the production of 
pipe, is not only close to capacity, but 
order books suggest a continuance of 
this condition for several weeks to 
come. Sheet mills have fully three 
months’ orders on their books and the 
makers of strip steel are almost as 
heavily committed. Bar mills also are 
heavily booked and there is enough 
business to keep rail, plate and shape 
mills comfortably busy. But in the face 
of a high stage of activity, there is 
much discussion as to how long it is 
going to last. The answer probably is 
in the motor car industry, because it has 
been the demands of that industry that 
have forced the mills to such a high 
pitch of activity. Some seem to think 
that the crest of the motor car produc- 
tion will be reached in the next 30 days 
and that with less pressure for sup- 
plies from that quarter, demands from 
other directions will be more readily 
and easily supplied. The higher prices 
that were announced in a number of 
finished steel products during the first 
quarter now are being generally quoted. 
The raise in sheets is not being fully 
applied, chiefly because makers took so 
much business prior to the advance that 
few consumers find it necessary to add 
to their commitments. It will be an- 
other 30 days before producers have 
completed their first quarter contracts 
and in the meantime the higher prices 
will apply on only a small part of the 
shipments. 


AUTOMOBILE TIRES AND TUBES. 
—More or less talk is heard of a possi- 
ble advance in prices. The basis the 


fact that the price of rubber has risen 
about 10c.:a pound from the level upon 
which present tire and tube prices are 
based. The demand for tires and tubes 








is improving, but sales still are below 
the average at this time last year and 
also fall under expectations of distrib- 
uters. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Mansfield tires, 4 ply balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 
$8.25; tubes, $1.60; 29 x 4.75, $9.55; 
tubes, $1. 70; 29 x 5.00, $9.90; tubes, 
$1.75: 30 x 5.00, $10.20; tubes, a: 
YY x 5.00 $10.65; tubes, $1.85; x 
5.00, 1. tubes, a 28 x os 
$11. 10; tubes, .85; x 5. 25, $11.90; 
tubes, $2.00; 31 x 5.25, 12. 25; tubes, 
$2.05; 29 x 5.50, 2.65; tubes, $2.25. 
Same, 6 Ply, 31 x re 25, $14.70; tubes, 
$2.05; 30 5.50, $16.05: tubes, $2.35: 
30 x 6.00, $16.15; tubes, $2.25: 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00. 
$16.95; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 
Tire displa racks, $10.00 each. 
Prices in all instances are each. 


BATTERIES.—Dry cell radio batteries 
are finding a steady but moderate sale 
at unchanged prices. 
uses are quiet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Broken Unit 

Packages Packages 
NL ee $2.22 $2.06 
SS rarer | 2.97 
DAME), daweemn seem ebio 2.06 1.92 
PC. cistieaskasiees 3.00 2.80 
ee . Sor ere 1.32 1.14 
Oe, Serer 42 .39 
Se Se eee ere 1.05 97 
oe eee 1.40 1.30 
ee Se eo 1.40 1.30 
a ae 2.06 1.92 
Oe ET AS Sh dveacccdad 1.93 1.79 


No. 6 dry cells, ignition type, unit 
packages, 36c. each. 

Flashlights.—No. 935, 6%c. each: 
No. 950, 6%4c.; No. 790, 13c.; No. 705, 
1914c.; No. 750, 13%c.; No. 791, 13c. 

Hot Shot.—No. 1461, $1.67: No. 1661, 
$2.37. 


BOLTS, NUTS AND RIVETS.—There 
is a very steady demand for bolts, nuts 
and rivets, jobbers report. Makers of 
rivets now are quoting large ones at 
$3.10, base, per 100 lb., Pittsburgh or 
Cleveland, and $3.20, f.o.b. Chicago. 
They announced those prices early in 
February, but did not insist upon them 
fully on orders for shipment during the 
remainder of the first quarter. 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 

Nuts.—All styles, 50 per cent off 
list. 

Rivets.—Larger, $3.50 base per 100 
pieces; Small wagon and tinner’s riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE.—This line 
feels the stimulation of increasing con- 
struction work in this part of the coun- 
try. Prices are very firm, particularly 
on brass goods. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots ‘n 3 x 3 in., $18.50: per 100 pairs; _ 

3% x 3% in., $19; 4x 4 in., $30. * 

Hinges. —Heavy strap, 6 in., $1.85 
per doz.; 8 in., — 10 in., $4.80; 
— heavy T, 8 $2.30 per doz.; 

, $3.40; 10 in., 33. 40; light strap, 
oath’ y “ee acked one pair in a 
box, 3 $9. 0 per 100 pair; 4 in., 
$11.60; git 2, 3 in., $11 per 100 pair; 

4 in., $12 

Hasps.—Hinges, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1.05; safetv, 3 in., 
97c, per doz.; 4% in., $1.14: 6 in., 
$1.60. 

Garage Sets.—Swinging hinges, 10 
n., $3 per set. 

Lock Sets.—Heavy beveled, brass 
inside, $17 per doz.; front door, $2.50 
per set: steel inside, $5.25 per doz.; 
front door, $1.65. 


FARM, GARDEN AND LAWN.— 
Heavy demand has developed for gar- 
den and lawn tools, and it has been nec- 
essary for jobbers to resort to express 
shipments to supply the demand for 
some items. Stocks of spading forks 
have been badly broken. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 
Lawn Rollers.—No. 2, 175 Ib. with 
water, $8.55 each; No. 4, 265 Ib., 
$10.15; No. 5. 265 Ib., $12.70; No. 7, 
420 lb., $14.60; No. 9, 565 Ib., $16.50. 
Garden Hose.—250 to 500 ft. coils, 
in., 74%4c. to 9c. per ft.: in., 8c. 


to 10%c.: % in., 9c. to 12%c.; in 50 
ft. lengths coupled ‘%c. per ft. 
higher; nozzles, Gem per doz.: 


» $5 
Diamond, $4.25 doz.; reels, $1 to $4 
each. 

Forks, Rakes and egg" gpa - 
forks, No. 31, $13.63 per doz.; 

41, $15. 24; spading forks, No. 84, $10. 80 
per doz.; No. 72, $14.28; garden rakes, 
No. 014, "$5.64 per doz.: No. 512, $8 64; 
No. 514, $9: lawn rakes. No. 124R, 
$5.50 per doz.; field hoes, $6 per doz. 

Barrows.—Garden, No. 81, $3.65 
each; No. 82, $4.75: No. 83, $5: No 
84, $7.75: No. 45, $4.50; No. 35, $5.75; 
No. 25, $6.25. 

Trowel. —Garden, No. 7. $1.40 per 
doz.; No. 803, 90c.; No. 809, $2: No. 
100, $3.50: No. 85, 80c.: No. 02, T5c. 

Grass Hooks and Shears.—Hooks. 
No. 7, $2.50 per doz.; No. 450. $4; 
German, $3.60; English. $7. Shears. 
No. 360, $3 ner doz.: No. 380. $3.60: 
No. 520, $5.50: No. 525, $7: No. 530. 
$5.50; No. 540, $6. 

Shears.—Prun'ng. No. 25, $2 per 
doz.; No. 0, $4.50; No. 533, $6.50; No. 
4671, $9; hedge, 8 in. blades, $1.25 
to $1.75 each; 9-in., $1.40 to $1.90; 
10-in., $1.60 to $2. 

Pruners. — Tree, Water. $1.30 to 
$1.60 each: Disston. $2 to $2.10: Rock- 
dale. $1.35 to $1.65; McKinney, $2.60 
to $3.60. 























HARDWARE AGE for APRIL II, 1929 109 


DOUBLY GUARANTEED 












_ GUARANTEED ROPE 
MADE BY COLUMBIAN ROPE COMPANY 
oS. AUBURN, N.Y. Me 





By the Red, White and Blue 
Tape-Marker 


and the 
Red, White and Blue 


Surface Markers 


And it’s a Guarantee that can’t be missed. In all Columbian 
Tape-Marked Pure Manila Rope, 34 inches in diameter and 
larger, the red, white and blue surface markers stand out con- 
spicuously. 


Not only do they differentiate it from every other rope, but 
they tell the rope buyer that the rope is Columbian—doubly 
Guaranteed. The red, white and blue surface markers indicate 
that within one of the strands is the famous Columbian T'ape- 
Marker, which contains the manufacturer’s signed Guarantee. 
For years, this has been the Hall-Mark of Quality and the 
buyer’s surest guide for selecting the rope from which he could 
always obtain his money’s worth in value and service. 


Blue Now it is possible to distinguish Guaranteed Columbian 
Rope at a glance. Look for the red, white and blue surface 
markers. ‘hey are definite evidence that the rope in which 
they appear possesses all the latest features known to rope 
making—and it is tangibly Guaranteed. 





Columbian Rope Company 
352-80 Genesee Street 


Auburn, N. Y. “The Cordage City” 
Branches :— New York Chicago Boston New Orleans Philadelphia 


OUUMBIAN®::ROPE 





| PURE MANILA 
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Sprinklers.—Ring, 55c. each; Rain 
King, 2.60; Giant Rain King, $8.25; 
Pluvius, $1.2 25. 

Sprinkling Cans.—Galvan‘zed, 4-qt., 
$6 per doz.; 6-qt., $6.60; 8-qt., $7.50; 
10-qt., $8.40. 

Lawn Mowers.—12-in., $5 & 
each; 14-in., $5.25 to $13; 16-i in. $5.75 
to $13.50; 18-in., $8.50 to $14; 20-in., 
$10.50 to 15. 

Sprays.—Bordeaux mixtures, 1-Ib. 
papers 25c. per Ilb.; in 100-lb. drums, 
15c. per Ib.; arsenate of lead, 1-lb. 
papers, 25c. per Ib.; in 100-lb. drums, 
16c. per Ib. 


FERTILIZER.—Spring demand con- 
tinues active, with lawn and garden 
work calling for the bulk of the prod- 
uct. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Old Gardner, cases of 24 1-lb. car- 
tons, 2; 48 1-lb. cartons, $3.80; 10 
5-lb. bags; $3.20; 5 10-Ib. bags, $2.75; 
2 25-lb. bags, $2.25; 50-Ib. sacks, $2 
each; 100-lb. sacks, $3.50 each. 


HOUSECLEANING SUPPLIES. — 
There is a strong demand for the full 
range of products included in this clas- 
sification. Stocks are being reduced 
rapidly. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O0O.B. PITTSBURGH: 

Mops.—O-Cedar, 33% per cent off 
list; Cotton, best grade, No. 12, $4.20 
per doz.; No. 20, $6; No. 30, $10: No. 
36, $13.50. Second grade, No. 12, 
i Lg 20, $4.50; No 30, $6.75; No. 


Chamois Skins.—12 x 14 in., $3.50 
per doz.; 13 x 17 ‘n., $6; 14 x 18 in., 
$7.50; 15 x 20 in., $9.20. 

Waxes.—Johnson paste wax, 1-lb. 
cans, 85c.; 2-lb. cans, $1.70; 4-Ib. 
cans, $3; 8- Ib. cans, $6; Old English, 
1-lb. cans, 85c.; 2-Ib. cans, $1. 70; 4-Ib. 
cans, $3; liquid wax, Johnson Bc 
75c.; quarts, $i. .40; Old Enelish, pints, 
75c.; quarts, $1. 40: Dealer’s discount, 
33% per cent. 

Sponges.—According to size and 
quality, $2 to $9 per doz. Assortment 
of 22 sponges with wire rack, $6 per 
assortment. 

Wall Cleaners.— Smoky Citv and 
Cleveland, 85c. per doz. cans; Climax, 
$1 per doz. cans; Perfection paint 
cleaner, $3.25 per doz. 

Step Ladders.—Standard full rodded 
—— 28c. per ft.; extra, 40c. per 


Floor Polishers.—Johnson’s elec- 
tric, $42.50 each, subject to discount 
of 25 per cent to retailer; hand, $3.75 
each; Old English, $2.60 each. 

Carpet Beaters.—Justrite, $1.10 
doz.: No. 4, $1.20. 


MISCELLANEOUS TOOLS.—Demand 
is good and prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Circular Saws.—6 in., $2.25 each; 8 
n., $3; 10 in., $4. 


Commerce Secretary Lamont 
Forecasts Favorable Business 


With the sole exception of construction, 
general business conditions so far this year 
have been exceptionally favorable in pra- 
tically every line, it was declared on March 
21 by Secretary of Commerce Robert P. 
Lamont in discussing the industrial out- 
look. 

The automobile industry, particularly, 
Mr. Lamont said, is “going strong,” the 
production of such in January and Feb- 
ruary being 100 per cent above the corre- 
sponding months of last year, and the out- 
put of passenger cars being 50 per cent 








Electric Drills.—No. 141, $24 each; 
No. 142, $32; No. 122, $48; No. 562, 
$35.20; No. 382, $41.60 

Files.—Disston, 50 and 10 per cent 
off list. Nicholson ‘=. Black Dia- 
mond, 50 per sents off 1 

Garaae Vises.—No. 3° fe each; No. 
43%, $3; No. 44, : 


PAINTING SUPPLIES.—White lead 
has been advanced \c. per lb., the sec- 
ond similar advance in the last three 











weeks, and is now quoted at 13%c. per 
lb. in 100-lb. lots. Turpentine and raw 
linseed oil are unchanged. Business 
continues to show improvement. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 13%c. per Ib. 
in 100-Ib. lots; 10 per cent less in lots 
of 500 Jb. or more, and extra 4 per 
cent less in lots of a ton or more; 
turpentine, 73c. per gal. in barrel 
lots: raw linseed oil, 12c. per Ib. 
in barrel lots. 

POULTRY SUPPLIES.— Demand is 
fair, but probably has passed its peak 
for the spring season. 

JOBBERS’ po ptt on A TO RE- 
TAILERS, F.O RGH: 

Incubators. bes * "sor ach: No. 
2, $24.50; No. 3, $32.55; No. Te $38.50; 
No. 16E, $15.75; No. 17E, $21; all 
prices net. 

Brooders.—No. 117, $10.33 each: No. 
118, $12.95; No. fi. $15.75: No. 80, 
$12.25; No. 81, $12.95; No. 101, $18.55; 
No. 102, $22.50; all prices net. 

Fountains, etc.—Fountains, 25c. to 
$1 each; feeding troughs, 20c. to 85c. 
each; mash hoppers, $1.30 to $2.10 
each. 

Cel-O-Glass.—In 100-ft. rolls, 12c. 
9g ft.; in 50-ft. rolls, 12%c. per 
sq. ft. 


ROLLER SKATES. — Favorable 
weather has brought an _ unusually 
heavy demand for roller skates. Prices 
are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 

Roller Skates.— Union Hardware 
Co. line, No. 2, a per pair; No. : 
75c.; No. 10, $1.0 No. 6, $1.5 
Winslow line. No. 384, $1. 50; No. ay 
$1.60; No. 38, rubber-tire, $2. 50 per 


Chicago, No. 181, $2.65 per vax: 
No. 183, $2.75: No. 185, $2. 3 ~~ 
$1.32; Nos. 103 and 105, $1. 


SASH WEIGHTS.—Sales are improv- 
ing, but have not reached the seasonal 
peak usually experienced at this time 
in the year. Jobbers quote sash weights 
to retailers at $42 per net ton, f.o.b. 
Pittsburgh. 


SCREEN WIRE GOODS.—Bronze wire 
cloth continues to advance in price fol- 


higher. The agricultural implement busi- 
ness also is particularly good, running 40 
per cent ahead of last year, with exports 
showing an increase of 100 per cent. 
These, it was pointed out by the Secretary, 
are among the more important industries 
and help to bring up the general average. 

The only industry which is showing any 
falling off of importance is the building 
industry, which is off about 14 per cent 
compared with January and February, 
1928. This situation, the Secretary be- 
lieves, may merely be temporary, and to 
some extent may reflect the high interest 
rates which it is believed have curtailed 
speculative building. 
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lowing the recent copper price increases 
and is not yet in line with the latest 
advance in the primary market. De- 
mand for screen doors and windows is 
improving slightly and business is good 
in poultry netting and screen wire 
cloth. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Screen Wire Cloth.—Black No. 12 
mesh, $1.85 per 100 sq. ft.; opal, No. 
12 mesh, $2.10; bronze, No. 14 mesh, 
$6.7 


5. 

Screen Doors.—2 ft. 8 in. x 8 
in., No. 241, $18 per doz.; No. 288, ya: 
No. 457-G12, $22; No. 315-B14, $42. 

Screen Windows.—Wooden frame, 
extension, 12-33, $3.30 per —: ; 15-33, 
$3.85; 18-33, $4.40: 24-33, $5. 

wilardware Cloth.—24 ‘in. . “48 in., 

$4 per ye r ft.; No. 3, $4.30; 
Ne. vd $4.65; $5; No. 8, $5.50. 

Poultry Netting. > aliveateed after 

weaving, 50 and 10 per cent off list. 


WIRE PRODUCTS.—There is a good 
demand for most of the items listed 
under this classification, with the pos- 
sible exception of nails. Prices are 
firm and stocks are moving to retail- 
ers at a satisfactory rate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 





Fence Wire 
per 100 lb. Annealed Galvanized 
No. 6 to 9 gage....... $3.00 $3.45 
Se. BO -cessusameertovsee 3.05 3.50 
ee | a reer er 3.10 3.55 
NG; 3B i450 Shekaaeae eres 3.15 3.65 
TG, TS 00:0 teen ba baaeees 3.25 3.80 
MO. AG oe aeniesste sas 3.35 4.00 
WG, 16 ics chchacwesvens 3.55 4.30 
MG. 16 =n geese ores ” 3.75 4.55 
Barbed wire (per 80-rod spool) 
S-emttle ORES ook ink sibs Cosa eae $2.97 
S-pOint BOP .i.cc.ceveisevsceguce 3.18 
4-point MOG. . 6 ssscess nceasecevede 3.43 
S-BOIt OCUEUID circ psec acocsivenks? 3.17 
2-point cattle (special).......... 2.25 
Field Woven Wire Fence (per 100 
rods): 
1047-11 
1047-9 
726-11 
726-9 
939-11 
939-9 
Poultry and rabbit (No. 14% gage) 
WHO. TSGB oi vasenessi cots vackaae $36.50 
ee er er ate 44.00 
Bit, BESS... vsnavdWeikass vaswass 49.50 
Smaller mesh: 
ee eR reer $37.00 
ee ee eer 44.50 
OD, SOOO os oc memgrbonanivees oaven 52.00 
PU: DOle +os ohauearaeascedsc ee 60.00 


Steel Fence Posts: 
Galvanized Painted 
Tubular Angle Steel 


obs 6 vs ee ce 50 bueah awe 

ey Tec. cae 55c. each 38c. each 
obo se s0 poharen 65c. each 40c. each 
1% | ee A a oe 45c. each 








Bright nails, base, per keg, $3. 


Auto Production Sets 
New Record 


Production of passenger automobiles 
in February set a record with a total of 
407,589 units, the previous peak output 
being 400,593 in August, 1928. Truck 
production in February, according to 
the Department of Commerce, was 58,- 
495 units, exceeded only once, in Au- 
gust, 1928, with a total of 60,705 units. 
The output in February was especially 
remarkable when it is considered that 
it was a month of only 28 days as 
against 31 in August of last year. 
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Said «-Burslar 


to the hardware dealer... 


“I’m hanging up me jimmy. A crook’s life aint what it usta be. Last 
night I spots tree juicy ‘jobs’ and no cop in sight. I woiks me way up 
to da doors. And smack! You coulda knocked me down wid a feather 
- + every one had a Segal Lock. Ya couldn’t crack one of dem babies 
wid a pickaxe. Tough luck, did ya say? Tough lock, sez I.” 




















i ene worth of the lock you sell is the measure of protection it gives your 
customer. No other lock equals the certified security of Segal locks. 
Burglar-proof ... jimmy-proof ... proven guardians of money, valuables 
and life! You sell more than a lock when you sell Segal locks . .. you 
sell perfect protection. Apartment dwellers, home owners, builders, etc., 
want Segal locks the moment they see their greater safety features demon- 
trated. 

Every customer entering your store has need of Segal locks. Sell one and 
repeat sales are automatic. Look your lock stock over. What lock is best 
suited to protect your own store? The Segal lock wins, does it not? It 
sells itself just as easily to your trade because it is the one lock that is 
TRUE TO ITS TRUST. 


Write for further facts and catalog on the entire line of nation- 
ally known locks and hardware bearing the SEGAL trade-mark. 


SEGAL LOCK & HARDWARE CO., INC. 


Makers of Segal Burglarproof Locks 
55 Ferris Street Brooklyn, N. Y. 


SEGAL 


Burglar Proof LOCKS 


CBeaA Tard 
“The Modern Building is Segalocked against Burglary” SEGALO CK 
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Shelf Hardware Shares Strong Demand in 





Cincinnati Market—Prices Steady and Firm. 


(Cincinnati office of HarpwarE AGB) 


CINCINNATI, April 9.—Spring trade in hardware is opening up in 
liberal volume, and local hardware jobbers are well satisfied with 


current sales of seasonal goods. 


Bookings compare favorably with 


those in the same period last year, and indications are that buying 
during the remainder of April will be heavy. 

Shipments out of Cincinnati warehouses since the first of the 
month have been large, and dealers in all parts of this district are 
carrying sizable stocks to meet the spring demand. Especially in 
the rural sections is activity very pronounced. 

Business has by no means been confined to spring items, for the 
movement of shelf goods also has been excellent. Probably the slow- 
est branch of the industry at the moment is builders’ hardware, 
which has been adversely affected by the slump in construction work 
as compared with the spring of 1928. 





.Practically without exception prices 
remain strong and unchanged. The 
only materials showing an upward 
trend are those made of copper and 
brass, these commodities having been 
pushed upward by the advance in the 
quotations of raw materials. 

Retail trade is showing considerable 
gain. Spring goods, such as steel 
items, fertilizers and automobile acces- 
sories, are increasing in sales volume. 
The credit situation is somewhat bet- 
ter than it was two weeks ago. 


AUTOMOBILE ACCESS ORIES.— 
Sales have been well sustained and 
spring business has been of good pro- 
portions. Tires and tubes are in mod- 
erate demand. A number of seasonal 
items are listed below. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 
Mansfield Balloon Cord Casings 


High Medium Low 
Grade Grade Grade 
oo Pe $11.55 $7.40 $5.95 
eee 12.45 8.28 6.60 
IED 0600000 13.65 9.85 seas 
eee 14.15 10.25 8.40 
Of ae 16.55 12.30 10.10 
. tee: 19.45 14.35 11.85 
eee 19.95 14.75 12.20 
High Pressure Cords 
oo eee rre an rer 4.50 
PE 10.10 7.50 5.25 
SS Ree eo — 0.90 8.90 
Re 14.20 11.50 9.50 
|| ee 20.00 15.60 12.85 
Balloon Inner Tubes 
tS Oe 1.50 1.29 
| a eee 1.60 1.40 
er 1.75 1.52 
oe 1.80 1.56 
ke eee 2.05 1.84 
a 2.40 2.16 
eee a 2.50 2.30 
High Pressure Tubes 
ee ee ante .90 
oe eer 1.40 1.19 
| > ae 1.60 1.41 
SE awk wud e 1.70 1.49 
ee 1.80 1.56 
Luggage Carriers.—Gate-type lug- 


gage carrier, light weight, 63c. each, 
58c. in lots of 10: gate-type luggage 
carrier, heavy weight, 80c. each; 75c. 
in lots of 10; disappearing type lug- 








sage 4 carrier, 65c. each, 60c. in lots 
0} 

Ta ar auto polish, % pint, 
50c.; 1 $1; 1 qt., $1.5 40 per 
cent oft: Sa auto polish, r oz., 50c.; 
om $1; 1 qt., $1.50. 33% per cent 
off. 


BOLTS AND NUTS.—tThere has been 
no change of consequence in this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list; square, 
hemnann and tap nuts, 60 per cent off 
st. 


BOYS’ WAGONS.—Stock moving out 
of local warehouses has been of ample 
volume to meet spring requirements. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Bunny wagon, 85c., each; grey- 
hound No. 483, $3.10 each; greyhound 
No. 493, $2.85 each; greyhound No. 
497, $3.75 each; greyhound No. 697, 
$4.45 each; greyhound No. 293, $3.25 
each; scooter No. 108, $1.15 each; 
scooter No. 109B, $2.60 each. 


BUILDERS’ HARDWARE.—Building 
permits in March were about 17 per 
cent less than in the same month last 
year and for the entire first quarter 
were 7 per cent below last year’s vol- 
ume for the corresponding period. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 


Sash Weights.—Sash weights, $1.75 
per doz 
inside Sets. — Square bevel inside 
sets in case lots, $4.50 per doz. 
Butts.—3% in. old copper and dull 
brass butts, 17%c. per pair in case 
lots; sand blast, brass finished butts, 
21c. per pair in case lots. 


CROQUET SETS.—Or@ers have been 
placed in fair volume with local job- 
bers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 


No. 05, four-ball set, $1.25; No. 10, 
six-ball set, $1.65; No. A, eight-ball 
set, $1.95; No. 3, eight-ball set, $3.80; 
No. 1, eight-ball set, $2.80. 
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FLASHLIGHT BATTERIES. — Sales 
have been holding up fairly well. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, 13c. 
each; 3 cell tubular battery, 19%%c. 
— small or large monocells, 6c. 
each. 


GASOLINE LAMPS. — Activities in 
this product are tapering off somewhat. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Gasoline lamp, No. 117, $6.50 each; 
No. 118, $7 each; No. 119, $8 each; 
gasoline lantern, No. , $5.95 each; 
No. 228, $6.30 each; gasoline lamps, 
No. C329, $5.50 each; No. P329, $12 
each; No. B329, $6.75 each; gasoline 
lantern, No. L327, $4.70 each. 


GALVANIZED SPRINKLERS. — Re- 
tail sales are beginning to show signs 
of an improvement. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Four qt. sprinkling pots, $5.25 per 
doz.; 6 qt., sprinkling pots, $5.95 per 
doz.; 8 qt. sprinkling pots, $7.10 per 
doz.; 10 qt. sprinkling pots, $7.90 per 
y oa 12 qt. sprinkling pots, $9 per 

OZ. 


GARDEN HOSE.—Business this spring 
has been about normal, although retail 
trade is just getting under way. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 


Rubber Hose.—5 ply, % in., 534c. 
per ft. in 50 ft. lengths for Leader 
brand! 7 ply, % in. red hose, 9c. per 
ft. in 50 ft. lengths; double praia in 
% in., 500 ft. coils, 6iéc. per ft. 


HOES.—Rural dealers report a brisk 
demand for steel goods. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


First grade true-tempered socket 
garden hoes in 6 in. size, $9.84 r 
doz.; 6% in., $9.96 per doz.; n., 
$9.96 per doz. 

True tempered cotton hoes in 6 in. 
size, $7.44 per doz.; 6% in., $7.68 per 
doz.; 7 in., $8.40 per doz. 

Black finish hoes in 6 in. size, $6.36 
per doz.; 6% in., $6.72 per doz. 


HOSE ATTACHMENTS.—A gain 
sales is reported by local jobbers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Diamond nozzles, $3.60 on doz. ; 
Pet nozzles, $4.90 per doz.; Gem noz- 
zles, $5.50 per doz. 


HOSE REELS.—Dealers are carrying 


ample stocks to care for current needs. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Wooden hose reels, $14.50 per doz.; 
Boss, iron hose reels, $1.65 each; 
Donley allisteel hose reels, $1.65 each. 
ICE CREAM FREEZERS.—It is a little 
too early yet to expect much activity in 
this line, although some few orders are 
being placed with Cincinnati jobbers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.8. CINCINNATI: 





White Mountain.—1 qt., $2.43 each; 
2 qt., $2.83 each; 3 qt., $3.38 each; 
4 qt., $4.13 each; 6 qt., $5.33 each; 
8 qt., $6.75 each. 
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“Makes a Lazy Man Like to Work” 


¢ LIVELY 








Weed Cutter 4- 


Patented Aug. 10, 1926 
Away with the Grass Scythe, 
The Hand Sickle and the BACKACHE 

The “Lively Lad” Cuts Tough Weeds or 
WAI Ti rrer707 125 


Tender Grass Close to the Ground 
Mag “i Around Trees 


Sold on sheer merit for two years and in enormous quantities g\ Wie 
all over the South, Now “The Lively Lad” Weed Cutter is ZF 

available in all sections. With enlarged manufacturing facili- 
ties, Immediate Shipments and in any Quantity are 




































Guaranteed. 

Every farmer or home owner buys it on sight, because Pr Mh f 
with its light but sturdy construction and its double f hi y/ ] HW 
edged twelve inch blade, it does the work clean and W/| l] I. 
positive with every one-handed standing-up swish of : VY Uf 


its perfectly balanced swing. 














‘J \f 
— UY 
No At | 


iy Bending 
Over. 


Right to 


Its Equal Does Not Exist 


for cutting weeds large or small, 
for Heavy Bermuda Grass, for 
trimming around trees and walks 


and for trimming low hanging 
orchard or shade tree limbs. For WN 
cleaning flower gardens, smooth- Sv Left Swing 
ing small places or trimming side uf 
walls and hedges it is truly a mar- S =< i 

\ Y 
vel. \ IN YY v 


Length over all 3 feet. WY fF 
\f 


4p a Mh 
Maan 
f/ 

































For ’ Co Te Vy, 


Blade 214 inches wide, 12 inches long. { Orchard ov 
Jhad« Tree Lemmbs 





Legs of second growth ash. 


Shipping weight—6 in crate—32 Ibs. 
Retails at $1.50. West of Rockies, $1.75. 


If Your Jobber Can’t Supply You Write to Us— 


THE LIVELY LAD MANUFACTURING CO. 
Nashville Tennessee 
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Arctic.—1 qt., $2 each; 2 qt., $2.30 Nesco Rockweave wicks, $3 per per doz.; 14-tooth, $5.25 per doz.; 16- 
each: : at.» i 3 a : at., —% 55 doz. list; chimneys complete, $2.50 tooth, $5.85 per doz. 
a at, eac at., $5.55 each list; glass tanks with valves, F 
atid ee Ee $1.40 each list. ROLLER SKATES.—Stocks carried by 
$3.45. each; 3 gt. ‘$4.10 each; 4 at., $5 Pe gg ter nn! = take 33% retail dealers are of good volume. 
eac 6 qt., 6.30 each > 8 at, $3. 20 . JOBBERS’ QUOTATIONS TO RE- 


each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies 
on the above prices. 


LAWN MOWERS. — Retailers are 
stocking lawn mowers in liberal quan- 
tities for the spring trade. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Cheap Grade.—12 in., $4.60 each; 
14 in., $4.90 each; 16 in., $5.20 each 
Bail nit —14 in. medium grade 
in., good grade, $8.75 
medium grade, 7.50 
each: 18 in. good grade, $9 each; 16 
best grade, $11.25 each; 18’ in. 
me grade, $8 each; 18 in. good 
e, $9.60 each; 18 in. best grade, 
11.85 each. 


LAWN RAKES.—Fair activity is noted 
in this line of goods. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Wire lawn rakes, $6.75 per doz.; 
wooden lawn rakes, $6.50 per doz. 


NAILS.—There has been no change in 
prices of nails. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 


Common wire nails, $2.95 per keg. 


OIL AND GASOLINE STOVES AND 
HEATERS.—Spring business to date 
has been about normal, and rural deal- 
ers in particular are pleased with the 
results they are getting in this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Oil Ranges. — Perfection, in white 
porcelain with built-in ovens, No. 339, 
with 6 Superfex burners, 140; No. 
279, $120; Puritan with white por- 
colain with built-in oven, No. 249, 


Oil Stoves.— No. 74 Perfection, 4 
burners, $29.50; No. 13, Perfection, 
$23.25; No. 72 Perfection, fis: No. 44 
Puritan, 4 burners, $29.50; No. 43 
Puritan, 3 burners, $28. 35; No. 42 
Puritan, $18. 

Note.—Dealers’ discounts on Per- 
fection and Puritan brane on net 

purchase of less than " 

cont; on all net we. pe F 
and following $50 qualifying order, 
3 per cent. On all purchases 

amounting to $250 or more during 
= year, annual bonuses will 

be paid, according to volume of busi- 
ness. 

Gasoline Pressure Gas Stoves.— 
Puritan, No. 714, 4 burners, $38; No. 
713, $33; No. 703, 3 burners, $126; 
Puritan white porcelain range with 
built-in ovens, No. 759, 

Ovens.—Perfection, No. 211, 1 burn- 
=. plain “ag $2.50; No. 21iG, glass 

door, $2.75; No. 122G, 2 burner, glass 
swing door, $6.20; Puritan, No. 42G, 
2 burner, glass drop door, $5.50; No. 
42, 2 burner, steel drop door, $5.25. 

Note.—Dealers’ discount on Perfec- 
tion and Puritan ovens the same as 
on Perfection stoves. 

Wicks.—Perfection and Puritan oil 
stove wicks, $5 per doz.; $60 per 
gross. Dealers’ discounts the same 
as on Perfection stoves. 

Oil Heaters. — Perfection portable 
kerosene burning room heaters, No. 
1686, green peretee, Pyrex globe, 
” $16. g0;" No. 1526, black japan, ex 
globe, $9.75; No. 1530, black drums, 

nickeled trimmings, $9.25; No. 525, 

black drums and trimmings, $7.25. 

Note.—Discounts the same as on 
Perfection stoves. 

Nesco Oil Cook Stoves, 2 burner, 
$18.50 each list; 3 burner, $23.50 each 
list; 4 burner, $30 each list; 5 burner, 
$41 each list. 

‘ High shelves for above, 2 burner, 
$5.50 each list; 3 burner, $7 each list; 
4 burner, $8.60 each list; 5 burner, 
$10.50 each list. 





mal in this commodity. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Round Casseroles.—No. 621, 60c. 
each; No. 622, $1 each; No. 623, $1.17 
each; No. 624, $1.33 each. 

Square Casseroles.—No. 653, $1.17 
each. 

Oval Casseroles.—No. 632, $1 each; 


No. 633, $1.17 each; No. 634, $1.33 
each, 
Round Pie Plates.—No. 206, 17c. 


209, 


each; No. 208, 50c. each; No. 
211, 


60c. each; No. 210, 67c. each; No. 
73c. each. 

Round Pudding Dishes. — No. 
40c. each; No. 022, 57c. each; No. 
67c. each; No. 024, 80c. each. 

Square Pudding Dishes.—No. 
67c. each. 

Oblong Bread or Loaf Pans.—No. 
213, 17c. each; No. 212, 60c. each; No. 
214, $1 each. 


021, 
023, 


053, 


equal to that of last year. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
8l1c. per gal.; turpentine, in 2 barrel 
lots, 66c. per gal.; white and red lead 
in 500 lb. kegs, 13%c. per Ib.; less 10 
per cent. 


in the rural sections. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CINCINNATI: 
Net price Net price 
each, less each, in 
Stock No. unit pkg. unit pkg. 
Super B bat., No. 21308 $3.20 $2.97 
Super B bat., No. 22308 2.22 1.06 
B batteries, No. 10308 2.81 2.63 
B batteries, No. 2308 1.88 1.75 
B batteries, No. 5308 1.88 1.75 
B batteries, No. 2158 1.31 1.22 
B batteries, No. 2156 1.31 1.22 
C batteries, No. 2370 38 35 
A batteries, No. 6 .40 35% 


Note.—Nos. 21308, 5308, 2158 and 
2156 are in unit packages’ of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 
packages of 10; No. 6 is in unit pack- 
ages of 50. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

MX199 general purpose tubes, $2 
each; MV199 several purpose tubes, 
$2 each; MX201A general purpose 
tubes, $1.40 each; MX201B general 
purpose tubes, $2.50 each; MX200A 
detector tubes, $4 each; MX240 high 
Mu tubes, $2 each; MX112A power 
amplifiers, $2.50 each; MX171A, power 
amplifiers, $2.50 each; MxX280 full 
wave rectifiers, $3.50 each; MX281 
half wave rectifiers, $7.25 each; 
MX226 amplifiers, $2 each; MY227 de- 
tectors, $3 each. 


fairly active. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Trade-tempered true grade 12-tooth 
rakes, $9.12 per doz.; 14-tooth, $9.84 
per doz.; 16-tooth, $10.50 per doz.; 
competition grade, 12-tooth rakes, $5 





PYREX WARE.—Sales have been nor- 


PAINT SUPPLIES.—The spring sea- 
son is opening up in good fashion, and 
indications are that business will be 


RADIO BATTERIES. — Demand has 
been holding up fairly well, especially 


RADIO TUBES.—Sales have been sat- 
isfactory in volume, and prices are firm. 


RAKES.—Movement of goods has been 





TAILERS, F.O.B. CINCINNATI: 

Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair; No. 181, $2.65 per pair; 
No. 183, $2.75 per pair; No. 185, $2.75 
per pair; No. 101, $1.32 per pair; Nos. 
103 and 105, $1.37 per pair. 


ROOFING MATERIALS.—Demand is 
picking up considerably, although fur- 
ther gains are expected this month. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

Roofing Paper. — Light, standard, 
80c.; medium standard, 95c.; heavy 
standard, $1.10; light Holdfast, $1; 
medium Holdfast, $1.25; heavy Hold- 
fast, $1.50; K red and green slate 
surface, $1.85. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 26c. per gal. 

Roofing Cement.—Liberty, elastic, 1 
b., 12%c.; in 5 Ib. cans, 9%c. per Ib.; 
in 10 lb. cans, 9c. per Ib.; in 25 Ib. 
cans, 8c. per lb. Certain-teed ce- 
ment, 36 lb. to the case, $4.25 per 
case; in 5 Ib. cans, 12 cans to the 
box, 8%c. per lb.; in 10 lb. cans, 6 
cans to the box, 7%c. per Ib. 


ROPE.—Business has been fair in this 


line. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Ocean manila rope, 21%c. per Ib.; 
sisal rope, 13%c. per Ib. 


SCREWS.—Orders have been of nor- 
mal volume and prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Flat head bright screws, 60 and 5 
off list; flat head blue screws, 50 and 
10 off list; round head blued screws, 
50, 10 and 5 off list; round head brass 
screws, 50 and 2% off list; bright 
wire goods, 85, 20 and 5 off list. 


SCREEN DOORS.—Dealers are stock- 
ing these commodities in good volume in 
anticipation of an active trade in the 
next few months. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Screen Doors.—No. 241, 2 ft. 6 in. 
x 6 ft. 8 in., $18 per doz.; No. 281, 2 
ft. 6 in. x 6 ft. 8 in., $19.10 per doz.; 
No. 314, 2 ft. 6 Mm. x 6 ft. 8 in., $25.75 
per doz.; No. 355, 2 ft. 6 in. x 6 ft. 8 
in., $33.35 per doz.; No. 315, 2 ft. 6 
in. x 6 ft. 8 in., $32.65 per doz.; No. 
315, galvanized, 2 ft. 6 in. x 6 ft. 8 in., 
$32.95 per doz. 

Window Screens. — No. 1833, $4.30 
per doz.; No. 2433, $5.15 per doz.; No. 
2437, $5.40 per doz.; No. 3037, $6.90 per 
doz.; No. 3637, $8 per doz. 


WATER COOLERS. — This item 
still a little slow, but good business 
expected in the near future. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

2 gal. cooler, $1.80 each; 3 gal. 
cooler, $2.05 each; 4 gal. cooler, $2.40 
each; 6 gal. cooler, $2.90 each; 8 gal. 
cooler, $3.90 each; 10 gal. cooler, $5 
each; Twentieth Century cooler with 
bottle, No. 50, in mahogany finish, 
$10.80 each; Twentieth Century cooler 
with bottle and stand, No. 500, in ma- 
hogany finish, $13.75 each; Twentieth 


Century cooler with bottle, No. 50, 
in white finish, $11.25 each; Twenti- 
eth Centtiry cooler with bottle and 
$14.50 


stand, No. 500, in white finish, 


each. 


Reading matter continued on page 116 
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‘The go out of their way 
to buy 


ARMSTRONG BROS. 
Better Pipe Tools 





Each year more tool users are looking for the stores that sell ARMSTRONG BROS. Better Pipe Tools. 
They are steady repeat buyers—the kind who know what they want and will go where they can get it. Some 
have learned of these improved tools thru our extensive advertising, others have heard of them from fellow 
workmen, who have found in ARMSTRONG BROS. line a new quality for pipe tools—balanced designs, 
accurate machining, finer stuff, alloy steels that cut faster, easier and hold 


edges longer. 
Armstrong Bros. Pipe Tools are enthusiastically received wherever introduced. They 
give complete satisfaction and build steady repeat business. They offer an opportunity 


for additional profits to hardware dealers who properly display and push the better 
pipe tools. 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francsico Ave., Chicago, U. S. A. 





Counter displays that Sell, 
effective mail selling ma- 
terials are furnished. 


* 
TRADE MARK REG.IN U.S PAT. OFFICE 
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ARMSTRONG BROS. 





Tool Holders Drop Forged Wrenches Stocks and Dies Pipe Cutters 
Lathe Dogs Ratchet Drills Write today for Chain Pipe Tongs Chain Vises 
Armstrong-Vanadium Wrenches Catalog B-27 Pipe Wrenches Hinged Vises 


“C” Clamps 
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NEW York, April 9.—With all copper products advancing as a 
reflection of higher raw copper prices and practically all builders’ 
hardware lines showing higher prices, local jobbers are busy adjust- 
ing their prices consistent with this upward trend. All other hard- 


ware prices are considered firm. 


spring merchandise. The trade locally appears very busy and it is 
generally thought that the spring season has actually started. The 
average demand for shelf goods has been good and, while some com- 
plaint is heard about narrow margins, current sales volume may 
easily be considered very satisfactory. 

Collections show slight improvement. 





An active market is reported for 





AMES .GOODS.—Local jobbers an- 
nounce an advance on the complete 
Oliver Ames line of shovels approxi- 
mating 10 per cent. 


BUILDERS’ HARDWARE.—Practical- 
ly all leading lines have been advanced 
approximately 10 per cent, according 
to local jobbers. 


BOLTS AND NUTS.—Normal demand 
with prices steady. Resumption of 
“higher price rumor” mentioned last 
week has seen no further developments 
and it is doubtful, in the minds of local 
distributors, whether or not there will 
be any immediate changes in prices. 
The only assurance appears to be that 
should there be any revision the ten- 
dency will be upward. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Carriage bolts, 55 off list. 

lots, 60 per cent off list. 
Stove bolts, 80 per cent off list. 
Machine bolts, 34 by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 
50 per cent off list; 1% to 1%, 30 off 


list. 
Coach screws, 55 off list. Case 
Step bolts, 


lots, 60 per cent off list. 

50 per cent off list. 
BUTTS.—Demand is steady but not 
heavy. Prices as shown are represen- 
tative. Stocks are satisfactory. 


JOBBERS'’ gl ag | TO RE- 
TAILERS, F.O.B. NEW YORK: 


Steel butts, 3 x 3, and 3% x 3%, 21c. 
per pair and in case lots, 19c. per 
pair; 4 x 4, 29c. per pair and in case 
lots, 26c. per pair. 


COPPER GOODS.—With the raw cop- 
per market firm at about 24c. per lb., 
jobbers continue to receive further ad- 
vances on products made from this 
metal. Copper soldering irons have 
been advanced to 32%%c. per lb., copper 
burrs and rivets are up and further 
advances are expected almost immedi- 
ately on copper screen wire cloth, as 
the present price on the last item is 
obviously too low in view of the copper 
replacement costs, 

NAILS.—An advance of 10c. per keg is 
announced on this entire line. Appar- 
ently the new price has been effective 
immediately. Demand is only fair. 


Case 


Common wire nails, bright, 4d, $4.45 
per keg; 6d, $4.10 per keg; 8d, $4.05 
per keg; 16d, 3.95 per keg; 20d, $3.85 
per keg; common wire nails, galvan- 
ized, b+ $6.95 per keg; 6d, $6.70 per 
keg; 8d, $6.55 per keg, and 10d, $6.45 
per keg. 
ire box nails, smooth, 4d, $4.65 
per keg; 6d, $4. 30 per keg; and 8d, 
$4.15 per keg. Wire finished nails, 
bright, 4d, $5.15 per keg; 6d, $4.55 per 
keg; 8d, Th 30 per keg, and 10d, $4.20 
Wire finishing nails, gal- 
at 4d, $7.65 per keg; 6d, $7.05 
per keg; 8d, $6.80 per keg, and 10d, 
$6.70 per keg. 


LAMP CORD.—Very active demand re- 
ported for items listed herewith. 
Prices are firm and local wholesale 
stocks considered adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Lamp cord, prices are per 1000 ft.: 
18 ga. 1/32 silk covered lamp cord, 
brushed brass, white, maroon, old 
gold, green and brown, 500 ft. on a 
spool, $12.40; 18 ga. 1/64 silk covered 
lamp cord, maroon, old gold, old 
brass, white, green and brown, 500 ft. 
on a spool, $9.50; silk covered twisted 
lamp cord, white only, 250 ft. on a 
spool, $13; 18 ga. 1/64 cotton covered 
lamp cord, maroon, white and dark 
brown, 500 ft. on a spool, $8.30; 18 ga. 
1/32 cotton covered lamp cord, green, 
white, maroon, oak tan and dark 
brown, 500 ft. on a spool, $10.75; 18 
ga. 1/64 cotton single conductor wire, 
white, brown, oak tan, white with 
marker, brown with marker, and oak 
tan with marker, 500 ft. on a spool, 
$4.25; 18 ga. 1/32 cotton twisted lamp 
cord, green and yellow, 250 ft. on a 
spool, $12.50; 18 ga. black cotton re- 
inforced cord, 250 ft. on a_ spool, 
$16.50; 18 ga. cotton covered heater 
cord, 250 ft. on a spool, $16.50. 


ROLLER SKATES.—Have been very 
active except on rainy days. Prices are 
as shown and stocks are apparently 
satisfactory. 


.  JOBBERS’ QUOTATIONS Lh 4 RE.- 
TAILERS, F.O.B. NEW YOR 

Roller skates, Union line, ool 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair 
same for boys, with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.62 per pair. 

Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, lic. per 100; axle 
nuts, $1 Sr ie ; axle nut washers, 
60c. per 1 adjustment binding bolt, 
Mes per 100, and toe clamps, 12c. per 
air. 

Chieftain line, No. 400, for either 

ys or girls, gelt- contained ball 
bearings, $1.45 pe 








JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. NEW YORK: 


Chicago line, Ro. in "32. 65; No. 183, 


All Copper Products Advancing in New York 
—Builders’ Hardware Prices Are Higher 


$2.75; No. 185, $2.75; No. 101, $1.33; 
and Nos. 103 and 105, $1.38 per pair. 


SASH CORD.—Prices considered firm, 
with demand fairly good. Stocks are 
ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Sash cord, Sampson Spot, No. 8, 
65c. to 67%c.; Aetna, No. 8, 29%%c. to 
33%c.; Phoenix, No. 8, 40¢c. to 41c.; : 
Sachem, No. 8, 38c. 

No. 7 is lc. higher, and No. 6 is 
3c. higher on all brands. 


SCREWS.—Steady demand, with re- 
cently advanced prices being well main- 
tained. Stocks are adequate. 


JOBBERS’ QUOTATIONS _ RE.- 
TAILERS, F.O.B. NEW YOR 

Wood screws, flat head, Aso iron, 
40-10-10; round head blue, 40-10-10; 
round head, iron, nickel plated, 27%4- 
10-10; flat head, galvanized, 20-10-10; 
flat head, brass, 32%%-10-10; round 
head, brass, 27%-10-10. These dis- 
a oa apply to new standard screw 
sts. 

Machine screws, flat and round 
head, brass, 60 per cent discount. 
Iron, 60-74% per cent discount. 


SPRING GOODS.—Wholesale demand 
has been excellent. Prices continue to 
be steady in practically all items of 
this wide line. Jobbers’ stocks are not 
heavy but replacements are being made 
in popular items. No important price 
changes are expected. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Cultivators 

Floral cultivator, adjustable 3 

forged steel prongs, malleable iron 

socket, enamel finish, 4 ft. ash han- 

dies, 60c. each; same with 5 forged 

steel adjustable eenge and 4% ft. 
ash handle, 854%c. each. 
Packed 6 in a bundle. 


Garden Hoes 


Ladies, garden hoes, § in. forged 
steel blade, solid shank, 4 ft. handle, 
63 1-6c. each. 

Meadow hoes, forged steel blade, 19 
gage, polished and bronzed socket 
shank, 4% ft. handle, 87%c. each. 

Nursery hoes, forged steel blade, 
polished and bronzed, solid shank, 


4% ft. handle (ash), 7 in. blade, 
814%4c. each. 
Onion hoes, square top, polished 


forged steel blade, x 134 in. bronze 
finish, 4% ft. handle, Bl ike, each. 
Garden hoes are packed 12 in a 
bundle. 
Warren type hoes, 98%c. each. 
Scuffle type hoes, 81c. to 92c. each. 


Garden Hose 


By m. —- 25 ft. lengths. 9% to 13c.; 
n 50 ft. lengths, 9 to 1234¢. 


Grass Hooks 


No. 22 — Tempered steel blade. 
Bronzed on top side, 18c. each. 

No. 12 — English pattern. High 
grade steel blade, natural finish, 
polished back and edges, 58c. each. 

No. 35 — Tempered steel blade, 
Rubber back and green enamel fin- 
ish. with black enamel handle, 35c. 

No. 33 — Offset pattern. Forged 
from bar tool stock. Riveted hard- 
wood handle and polished blade, 
42%c. 

No. 43 — Offset pattern with green 
ee blade, 3344c. each. 


o. 7—Offset pattern. High grade 


stee] blade, with polished face and 
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“forged steel shank attached to blade 
with two bolts. Corrugated handle, 


44c. each. 
Hay Forks 


Strapped ferrule, selected ash han- 
dles, bronzed and polished, 3 oval 12 
in. drop forged tines, with 5 ft. bent 
handle, $1.15% each, and with 6 ft. 
bent handle, $1.39 each. 


Hay forks are packed 12 in a 
bundle. 
Five per cent off all prices on 


spring goods in bundle lots. 


Hedge Shears 


One serrated edge and one knife 
edge. Forged steel handles with grips. 
Tempered steel blades, 6% in., $1.83 
each; 7% in., $2.00; 8 in., $2.17; 9 in., 
$2.33; 10 in., $2.67. 

Ash handles with riveted tangs, 
fastened with bolt, 6% in., plain, 90c.; 
7 in., notched, $1.30; 8 in., notched, 
$1.40: 9 in., notched, $1.50. 


Manure Forks 


Strapped ferrules, oval drop forged 
tines, selected D ash handles, 4-12 in. 
tines, bronze finish, $1.71 each. Same, 
6-12% in, tines, $1.89% each. 

Strapped ferrules, drop forged oval 
tines, polished and bronzed with 4 ft. 


ash handles, 4-12 in. tines, $1.57% 
each. Same with 5-12% in. tines, 
$1.8914 each. 


Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D han- 
dle, with 4 oval 15 in. heavy tines, 
$2.17 each. All of these manure forks 

are packed 6 in a bundle. 


Mortar Hoes 


Polished forged steel blade, bronze 
finish, solid shank, 6 ft. ash handle, 





9 in. blade, $1.09 each. Same with 
2 holes and 10 in. polished steel blade, 
$1.09 each 

Mortar hoes are packed 12 in a 
bundle. 


Potato Hooks 


Solid steel goose neck, black and 
gold finish, 4% ft. handle, 5 round 
tines, $1.02% each. Same, with bent 
head, polished and bronze — 4 
angular black tines, 96%c. each 

These are packed 12 ina bundle. 


Rollers 


Welded steel drums, green painted 
with red handles. Plain bearing roll- 
ers, 14 in. diameter, 24 in. length, 
$8.55 each; 18 in. diameter, 24 in. 
length, $10.15 each. 

Roller bearing rollers, 24 In. di- 
ameter, 24 in. length, $14.60 each; 
24 ~ diameter, 32 in. length, $16.50 
each. 


Steel Rakes 


weight, black finish, ash 
handle, 12 teeth, 46c. each; with 14 
teeth, 50%c. each; with 16 teeth, 
5416c. each. 

Medium bronze finish, 
teeth, 5 ft. ash handle, 12 teeth, 77c. 
each; 14 teeth, polished, 83%c. each; 
16 teeth, 87%c. each. 

Steel bow rakes, curved teeth, pol- 
ished bronze head, 5% ft. ash handle, 
16 teeth, $1.10 each; with 14 teeth, 
$1.01% each. 

Rakes packed 6 in a bundle. 


Light 


straight 


TIRES AND TUBES.—The market on 
rubber being firm and present costs of 





raw rubber at least 10c. higher than 
levels paid when present stocks were 
made it is not unlikely that an advance 
may be announced shortly. Spring de- 
mand is getting under way. Local 
stocks appear satisfactory. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. NEW YORK: 
Mansfield tires, 4 ply balloon type, 


29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 
$8.25; tubes, $1.60; 29 x 4.75, $9.55; 
tubes, $1.70; 29 x 5.00, $9.90; tubes, 
$1.75; 30 x 5.00, $10.20; tubes, $1.80; 
31 x 5.00, $10.65; tubes, $1.85; 32 x 
5.00, $11.75; tubes, $1.90; 28 x- 5.25, 
$11.10; tubes, $1.85; 30 x 5.25, $11.90; 
tubes, $2.00; 31 x 5.25, $12.25; tubes, 


2.05; 29 x 5.50, $12.65; tubes, $2.25. 
Same, 6 ply, 31 x 5.25, $14.70; tubes, 
$2.05; 30 x 5.50, $16.05: tubes, $2.35; 
30 x 6.00, $16.15; tubes, $2.25; 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 
$16.95; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 
Tire display racks, 
PRICES IN ALL 
ARE EACH. 
WIRE CLOTH.—Recently announced 
advance of 25c. per 100 sq. ft. of copper 
and bronze wire cloth has been rigidly 
maintained in this market, according to 
all reports. Local wholesalers freely 
predict further advances on this num- 
ber due to the strength of 24c. copper 


market. 


$10.00 each. 
INSTANCES 





Spring Trade Takes Upward Turn 
in Twin Cities Territory 


(Minneapolis office of HARDWARE AGB) 


MINNEAPOLIS, April 9.—With the definite turn toward spring 
activities in all lines, there is in evidence in the Northwest tributary 
to the Twin Cities that a general feeling of optimism prevails as to 


business for this year. 


Spring work is fairly under way, although 


there has been practically no seeding done up to the present time. 
The Mississippi River transportation was formally opened last 


week for the year. 


Freight haulage in this way will be a real fac- 


tor in commerce in the middle of the continent. 
Prices for items shown in this letter are fairly stable, showing 
only one change from last week. Solder is slightly higher. 





AXES.—Sales are normal, with stocks 
ample. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Single bit, base weight, unhandled 
axes, $15 to $16.50; double bit, $20 to 
$21.50; single bit, handled, $19.50; 
double bit, handled, $24.25 doz. net. 
BOLTS. — Deliveries are fair, with 
prices firm. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Carriage and machine bolts, 60 nod 
cent; stove bolts, 75 per cent, ‘and — 
screws, 60 per cent from ‘standa: 
lists. 
BRADS.—Demand is even, and prices 
have not changed. 
JOBBERS’ eS Ss TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Wire oe — 25- Ib. box at 75 per 
cent from lists. 


BUILDING PAPER.—Call for building 





paper shows a growing demand. Prices 
have not changed. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Red rosin sized paper, all weights, 
$2.50 cwt., and tarred felt paper, 
$2.55 cwt., net. 

CHAIN.—Chain sells steadily, with 
stocks well assorted. Prices show no 
changes. 

JOBBERS’ QUOTATIONS TO RE- 
per enget F.O.B. TWIN CITIES: 

chains, % x 14, $12.05; % x 14, 
pi RTH Ms, a 2 $8.60; proof coil chain, 
‘in., $7.40; % in., 
$6. 6: ‘yé x +“ 70 cwt., net. 
CHURNS.—Dealers are ready for the 
spring trade in this line. Prices are 
firm. 

JOBBERS’ TAT IO’ os TO RE. 

TAILERS, F.O.B. TWIN CITIES: 


Barrel type churns, 3314-5 per cent 
from lists. 











EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Deliveries show that 
repair and new work has started in this 
line. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Eaves trough, 5 in., slip joint, sin- 
gle bead, galvanized, in crates, $5.25; 
6 in., $6.40; conductor pipe, 3 in., in 
crates, not nested, $4.90; 4 in., $6.85; 
per hundred feet, conductor elbows, 
3 in., $1.73; 4 in., $2.88 doz., net. 
FIELD FENCE.—tThis line is moving 
well, with prices firm. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Field fence,.9 ga., top and bottom, 
11 ga. intermediate, 26 in. high, $39.69 
per 100 rods, net, with other heights 
in proportion. 


FILES.—Demand is steady, with prices 
firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Nicholson files, 50 per cent and job- 
bers’ brands, 60-10 per cent from list. 


GALVANIZED WARE.— ‘Stocks are 
filled for the spring demand, and deliv- 
eries show a good market. Prices are 
unchanged. 


JOBBERS’ gill ONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Standard gnivanined pails, 10 qt., 
$2.70; 12 qt., $2.85; 14 qt., $4.70; stock. 
pails, 16 qt., $4. 70; 18 qt., $5.50; 
eames tubs, No. ‘* ng No. 2; 
$8; No. 3, $13. 20; heavy, No. $13. 20; 
No. 2, $14. 40; No. 3, $15.60 ba net. 


GLASS AND PUTTY.—Sales are in- 
creasing, with stocks graded up in pro- 
portion. Prices have not changed. 
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JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Single and double strength A grade 
ag Minnesota prices 83 per cent 
rom lists; strictly pay age in 50 
lb. steel drums, $4.85 cwt., net. 
LAWN HOSE. Consumer demand has 
just started, with dealers’ stocks ready 
for the call. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Lawn hose, Manhattan, black, % 
in., 500-ft. bales, $7.25; 34 in., $8.50; 
% in., 50-ft. lengths, coupled, $7.75; 


Manhattan, red, a in., 500-ft. bales, 
$7.75; % in in., 50-ft. 


% 
lengths, coupled, $8. 05; Good Luck, 
% in.,6 ply, $9; Bull ‘Dog, %& in., 7 
ply, $12.75 per 100-ft. net. 
LAWN MOWERS.—Retail sales will 
not start for a few weeks, but dealers 
are ordering their stocks forward. 
Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
n mowers, Philadelphia, Style 
$15.75; 17 in., $17.85; 19 in., 
$19. 95; Style K, 16 in.. $14.30; 18 in., 
$15.40; 20 in., $16. 50; Riverside, Ball- 
bearing, 16 in., $7.25; 18 in., $8.25 each 
net 
MILK CANS.—Demand is still light, 
with good trade expected for the sea- 
son. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Milk cans, railroad, wide neck, 8 
gal., $3.05; 10 gal., $3.15 each, net. 
NAILS.—Deliveries are showing an in- 
crease, and prices are steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.20 per keg, base. 
PLANTERS.—Demand is starting for 
corn and potato planters. Stocks are 
ready, and prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Corn and potato planters, Acme, 
$10.25 doz., net. 
POULTRY NETTING.— Demand is 
fairly good. Prices are unchanged. 
———. QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Poultry netting, i mesh, 50- 
10-5 per cent from list 
PYREX OVENWARE. — Sales are 
showing a good volume, with prices un- 


changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
No. 623 casseroles, $1.17; No. 643 
casseroles, $1.17; No. 634 casseroles, 
$1.33; No. 212 bread pans, 60c.; No. 





200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility BR voy 67c.; No. 

4 tea pots, $2; 6 tea pots, $2. 33; 
No. 953 sen Tog ee 7c. each, net. 
REGISTERS.— Demand is_ growing, 
with stocks ready for spring deliveries. 

Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Registers, cast iron, 40-10 and 
steel, 40-10 per cent from lists. 
ROPE.—Sales are fairly good, with 
stocks ample. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Best grade manila rope, 7-16 in. and 
larger, 24c.; in. and smaller, 25c.; 
best grade sisal, 17%c. lb., base. 
SANDPAPER.—Sales show a steady 
gain, as decorating increases in the 
regular course of spring activities. 
Prices show no changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 


SCOOPS.—Call is fair, with prices 


steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Grain scoops, heat treated, size, 6, 
$13.00; size 8, $13.50; size 10, $14.50 
—_ 12, $15.50; size 14, $16.50 per doz., 
net. 

SASH CORD AND WEIGHTS.—Deliv- 
eries are still rather light in a retail 
way. Dealers are looking to their 
stocks for spring trade. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Sash cord, best grade, 65c. lb. base, 
second grade, 38c. lb., third grade, 
36c. lb., base, net, and cast iron sash 
weights, $1.85 cwt., net. 

SCREEN DOORS AND WINDOWS.— 
Demand is still at a low point, with 
good trade anticipated. Prices are 


steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Screen doors, common, 2-8 x 6-8, 
$1.70; fancy, 2-8 x 6-8, $2.05 each, 
net. 
Window screens, extension, 24-in., 
Continental, $9.75; Wabash, $5.60 
doz., net. 


SCREWS.—Stocks are well filled and 
demand is fair. Prices have not 


changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 





cent; round head blued, 40. per cent; 
flat head brass, 324% per cent; round 
head brass, 2714 per cont from lists. 
SKATES.—Roller skates are selling 
well, with stocks filled to meet the de- 
mand. Prices are firm. 
JOBBERS’ SOTA Tens TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Roller skates, Union, No. 181, $2.65; 

No. 183, $2.75; No. 185, $2.75; No. 101, 

$1.35; No. 103° and 105, $1.40 pair, net. 
SOLDER.—Deliveries are steady, show- 
ing fair volume. Prices have advanced 
slightly. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. TWIN CITIES: 

Warranted half and half solder, 
3344c. lb., and strictly half and half 
solder, 34%4c. Ib., in 100-Ib. boxes, net. 

STEEL SHEETS.—Demand is increas- 
ing, with prices firm. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. TWIN CITIES: 

Galvanized steel sheets, 24-ga. 

(base) $4.75; black steel sheets, 24- 

ga. (base) $3.95; Armco galvanized 

— sheets, 24-ga. (base) $6.65 cwt., 

ne 
TIN.—Deliveries show a growing mar- 
ket. Prices are firm. 

JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F.O.B. TWIN CITIES: 

Furnace coke tin, ICL, 20 x 28, 

$14.30 box, and roofing tin, 20 x 28, 

8 lb. coating, IC, 115.50 box. net. 
WHEELBARROWS.—Sales are _ im- 
proving, with dealers’ stocks ready for 
spring business. Prices are unchanged. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Wheelbarrows, barrel type tray, 
best grade, $41.30; second grade, 
$34.70; doz., net; tubular, steel tray, 
$7.20; Gopher garden, $3.75; American 
garden, $6.25 each, net. 

WIRE.—Fence wire deliveries show a 
good demand, with a growing call for 
other types of wire. Prices are un- 


changed. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized cattle barbed wire, $3.11 
per 80-rod spool; galvanized barbed 
hog wire, $3.34 per 80-rod spool; No. 
(base) smooth galvanized wire, 
$3.65 cwt., and No. 9 smooth black 
wire, $3.20 cwt. 


WIRE CLOTH.—Sales are just start- 
ing, with stocks ready for the call. 
Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Wire cloth, 12 Z 12 mesh, black 
painted, $1. 85 an 12 x 12 mesh, 
eee finish, 32. 25 per 100 sq. ft., 
ase 





A Code of Business Ethics 


There are “golden rules, 


commercial organizations. 


A BUSINESS CODE 
I Will, to the very best of my ability, try: 


TO be a lady or gentleman. 
TO render 100 per cent service. 


TO be courteous, both to clients and to fellow employees. 


TO work willingly and cheerfully. 
TO look pleasant and wear a smile. 


TO be alert, to anticipate the clients’ desires and to sur- 


” “house laws,” 
guides to success which are strongly advocated by many 
In a recent advertisement 
inserted in a commercial paper by an insurance corpora- 
tion, the following had a prominent part: 


or other 
expect. 


prise them with services and attentions. they do not 


TO obey our rules because I realize that rules are nec- 
essary in a business organization. 

TO interpret intelligently the policy of our organization. 

TO practice headwork and heartwork because I know 
that these virtues are indispensable to success. 


TO strengthen myself by study, observation and practice. 
TO never lose my temper. 


him. 


TO never argue with a client, 


but diplomatically lead 


TO make every client satisfied and happy. 


By changing “client” to “customer,” this code fits in 


quite well with the present-day efforts in training retail 


hardwate salesmen, salesmanship and merchandising. 
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about Ronson 


Full page advertisements. . . 
consistent . . . arresting . . . stimulate 
Ronson De-light sales 


H® it is—the first full page advertisement of 
the Ronson De-light, the world’s greatest 
lighter—appearing in the Saturday Evening Post. 

Every week—sometimes two and three times 
a week—arresting advertisements are telling 
legions of smokers about Ronson De-lights. 


Full pages and columns in the Saturday 
Evening Post... Time... Life... the New 


Yorker. Still others in Vanity Fair and the 


YTERLIFE 


A marvelous new non-liquid lighter fuel thatwon’tevaporate or explode. 
Burns cleaner.and lasts at least six times as long as liquid fuel. Sales 
are amazing. Call your jobber—write us for complete information. 














THE 


RONSON DE-LIGHT IS FULLY ,PROTECTED BY 





How we're fell 


PATENTS, 





Millions of smokers in every section of the country 
are reading this Ronson advertisement —the first of 
a striking series appearing in six leading magazines. 





ing your trade 


sure-fire action 


Sportsman .. . continuing throughout the year. 
This powerful campaign will bring customers to 
your counter. And a Ronson, once seen, 1s sold. 
Smokers like its slim, graceful design. And they like 
the way it works. Just a flip and it’s lit—release and 
it’s out. Instantaneous, positive light—a/ways. 
More Ronsons are being sold this year than 
ever before. Already this nation-wide campaign is 
stimulating sales. If you haven’t Ronsons on 
your counter, get them from your jobber today. 
Your customers will want them. Art Metal Works, 
Inc., Aronson Sq., Newark, N. J. In Canada: 
Se ae Art Metal Works, Ltd., 64-66 Princess 
, Toronto, Ontario. 


~ RONSO! ON 


WILL BE 





INFRINGEMENTS VIGOROUSLY PROSECUTED 
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Sell Mowers Now 


(Continued from page 90) 


the respect of the purchaser. Many a mower sale has 
been lost because the clerk or salesman did not have a 
“speaking’”’ acquaintance with the machine he was try- 
ing to sell; but this can never be said of Fowler & 
Sellars men—they all know their “bearings,” mower or 
otherwise. Power mowers, for use on parkways or 
golf courses are demonstrated in the same way. The 
machine is taken to the location where it is to be used 
and all its good points brought out to the limit of per- 
formance. An acre or two of finely cropped lawn is a 
great selling argument and beats many hours of just 
mouth manipulation. 


At the Fowler & Sellars’ store, lawnmowers are 
prominently displayed in the show windows and on spe- 
cial racks inside, and here again the salesmen know their 
goods. Each individual type of mower is thoroughly 
explained to the prospective purchaser, making him feel 
that he is getting full value for his money up to any 
amount he cares to invest. In this way, satisfaction with 
future performance is assured. No mower is over-rated 
in an endeavor to make a sale. The Fowler & Sellars 
Co., stock mowers of all grades except those built to sell 
only (and there are some). In other words, no ordinary 


ow 


Another _ easily 
arranged and ef- 
fective window 
along simple 
lines. The wall 
may be covered 
with brick paper 
similar to that 
used at Christ- 
mas time. This 
trim was used by 
the F. M. Potter 
hardware store, 


Cleveland, Ohio 


ow 


type of mail order house customer need apply there. 

Then, of course, the Fowler & Sellars Co., make good 
use of newspaper publicity in pushing this line of goods, 
neglecting no real opportunity of letting the buying 
public know how best to keep both lawn and garden in 
the “green” of condition. 

Also, in addition to selling mowers, they have a re- 
pair shop where all makes of mowers are overhauled 
and put in first-class grass cutting order. They carry 
parts for all mowers in stock and can furnish repairs 
for all others at short notice. Next to selling a mower, 
keeping it in repair and adjustment for each customer 
is an important item. 


W uen you come right down to the brass tacks of 
mower selling, it’s just like every other branch of the 
merchandising game; mowers need to be pushed, not 
only after they are sold, but to sell them. And the 
store best equipped in selling power, is the store making 
most sales. The Fowler & Sellars Co., do a really fine 


mower business because—they put every available ounce 
of selling pep and preparation back of the goods. Their 
salesmen know pretty much all there is to know about 
selling, and they know how to sell, and—there you are. 








Internal Competition Worse Problem Than Mail Order Branch Store 


(Continued from page 87) 


“The mail order house is no competitor in compari- 
son. It has jobbing costs to pay, retail store expenses 
to pay and must show a profit. Any alert merchant, 
who is willing to cooperate with his sources of supply, 
who is willing to make his store presentable and his 
window attractive, who is willing to maintain an intel- 
ligent salesforce and keep his stock in shape, has this 
source whipped before the fight is started. 

“But what can a merchant do to compete with his 
own source of supply on the same merchandise he has to 





sell at 35 per cent under him in price? What will help 
him there? His best friend? So willing and so help- 
ful? So anxious to help him meet any of his obstacles, 
and yet ready to sell his customers when the order 
amounts to anything? 

“Perhaps if enough of our fellow-men will feel, or 
rather will realize, that this, and not the merchant down 
the street, is the HURTING competition, we can make 
the jobber reveal himself either as another mail order 
house, selling direct, or as wholesale hardware jobber.” 



































HARDWARE AGE for APRIL II, 1929 








DUCO 





goes on the air lf! 


‘For the first time—a nation- 
wide radio program will be 
used by a paint manufacturer 


N Tuesday, April 9th, a nationwide 
QO radio program on Duco will be 
broadcast over a network of thirty-seven 
stations, reaching the entire country. 


Every Tuesday thereafter for ten weeks 
this program will help speed salesof Duco. 


The program will consist of: 


Musical selections — practical talks on 
home decoration — and straight selling 
talks on Duco and its application in the 
home. 


Tie Up Your Store With This Program 
and Sell More Duco 


Bigger volume and greater profits on 
Duco will come as a result of a link-up 


between your store and this nationwide 
radio program. 


In the territory reached by these thirty- 
seven broadcasting stations, there is an 
estimated total of 19,849,000 homes 
with an estimated total of over 7,000,000 
radio receiving sets. Millions of people 
will be following the program. Get your 
share of the new Duco business it will 
create through tying up with the station 
nearest you. 


E. I. du Pont de Nemours & Co., Ine., 
Independence Square, Philadelphia, Pa.; 
2100 Elston Avenue, Chicago, III.; 
Everett Station No. 49, Boston, Mass.; 
351 California Street, San Francisco, Cal. 


@U PONY 


REG.U.S. PAT.OFR 


DUCO made only by du Pont 
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“Nature,” said the philosopher, “al- | 
ways makes compensations. If one eye 
loses sight, the other becomes stronger ; 
if one loses the hearing of one ear, the 
other becomes more acute.” 

“I believe you're right,” said an 
Irishman. “I’ve always noticed that 
when a man has one leg short, the 
other is longer.” 


Teacher (showing the class a copy 
of the picture of Washington crossing 
the Delaware): “Now, can any little 
boy or girl tell me the name of this 
picture ?” 

Small voice in the rear: “Sure! ‘Sit 
down, you're rocking the boat’ !” 


Father—“I should have thought that 
a night club was the very last place a 
daughter of mine would go to.” 

Daughter—“It usually is, darling.” 


“What is usually done with the holes 
of doughnuts ?” 
“They’re used to stuff macaroni.” 


“John, dear, how do you suppose 
those dozens and dozens of empty bot- 
tles ever got into our cellar?” 

“Why, I don’t know, my dear. 1 
never bought an empty bottle in my 
life.” 


Teacher—“Tommy, how many wars 
was Spain engaged in during the seven- 
teenth century ?” 

Tommy—“Seven.” 

Teacher—“Enumerate them.” 

Tommy—“One, two, three, four, five. 
six, seven.” 


“Say, Gawge, wot kinds cigars does 
you-all smoke?” 

“Me? Why, brother, I smokes Rob- 
inson Crusoes.”’ 

“Wot kinda cigars are Robinson 
Crusoes ?” 





“Castaways, dumbell, castaways.” 


Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: 
have been copied, the rest will be.” 


“Some of them 











Blinks—“Have you ever seen a prize- 
fight ?” 

Jinks—“No, I’ve never seen a prize- 
fight, but I have looked in on a women’s 
afternoon bridge party.” 


“Now that you’ve finished college, 
my boy, don’t you think it would be a 
good idea for you to go out and hunt a 
job?” 

“T should say 
scramble for me.” 


not, Dad—let ‘em 


“The prisoner will please tell the 
jury how the accident happened.” 

“Well, your Honor, my wife fell 
asleep in the back seat.” 


Old Lady (in drug store)—“Now, I 
want some humane mothballs; some- 
thing that won’t really harm the moths 
but will just make them lose their 
appetites.” 


The Golfer: “What do you think I 
went ‘round in?” 

His Wife: “Double.” 

“What do you mean?” 

“Double what you are going to tell 
me, 


“What did you put in this prescrip- 
tion ?” 

“That I can tell only to the doctor,” 
said the druggist. 

“The doctor wants to know. Seems 
I gave you a Chinese laundry ticket 
and you filled that.” 


Why some children are “backward”: 

“How old are you, my little man?” 

“T don’t know. Mother was twenty- 
six when I was born, but now she’s 
only twenty-four.” 


Judge: “Are you trying to show con- 
tempt for this court?” 

Prisoner: “No, I’m trying to con- 
ceal it.” 














The janitor’s little boy, very black, 
was nicknamed “Midnight” by his 
white friends. He didn’t mind their 
calling him that, but when one day one 
of his own race exclaimed, “Hello, 
Midnight!” he retorted indignantly : 

“You’se jes’ about quarter to twelve 
yo'self.” 


They had just come in from Where 
From to see the old-fashion show. 

“Gracious, Hiram!” said the old 
lady, “them awful society women dress 
hke they was goin’ swimmin’!” 

“O’ course, Jerusha. Hain’t you 
heard that in the social swim the 
wimmin try to outstrip each other?” 


There was a young fellow named 
Pratt, 

Who stopped near a mule for a 
chat; 

When he woke up in bed, 

A day later, he said: 

“Well, I sure got a kick out of 
that.” 


It’s poor economy for a girl to buy 
a pair of $5 hose and then roll them 
down to about $1.75. 


“Every time I kiss you, it makes me 
a better man.” 

“Well, you don’t have to try to get 
to heaven in one night.” 


Mrs. Brown: “So your husband was 
lost at sea?” 

Mrs. Jones: “Yes, a bathing beauty 
got him.” 


“Do you know, our new minister is 
just wonderful. He brings home to 


you things that you never saw before.” 
“That’s nothing; we have a laundry- 
man that does the same thing.” 
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Pittsburgh Fences 
A PROFITABLE LINE 


q Under the new Pittsburgh Fence resale price plan a fair 
price is set at which Pittsburgh Fences should be sold at 
retail. This means that Pittsburgh Fence has a definite 
minimum retail price just as have such items as vacuum 
cleaners, washing machines, lamps and automobiles. 





q The price is fair to the merchant because it gives him the 
reasonable margin necessary to cover his overhead costs 
and progress as an influential factor in his community; it 
is fair to the consumer because he obtains, at a very 
reasonable cost, the best fence value that can be obtained 
anywhere and an investment that will repay its cost 
many times over. 


The first and primary interest in this new plan centers 
about the dealer. There is no immediate advantage to the 
manufacturer. Properly supported by the dealer it gives 


him a greater incentive to stock and push the sale of 
fence. As a result farmers and others will buy more fence 
and will profit by the earning power of this modern equip- 
ment. The larger consumption of fence will add further 
to the dealer’s gain under the plan and in turn increase 
the manufacturer’s volume of business. 


From the comments we are receiving from Pittsburgh 
Fence dealers it is evident that they will cooperate in 
carrying out this plan. We are sure that every dealer who 
appreciates what an important forward step this is in 
his interest will back the plan to the limit. 


The Pittsburgh Fence line is complete, and by concen- 
trating on “Pittsburgh” wire products you can obtain, 
from a single source, all of your requirements for fences, 
posts, nails, wire and related products. Your inquiries 
will be given our prompt attention. 


(Pittsburgh Steel Co.) 


Pittsburgh Pennsylvania 
New York Chicago San Francisco 
Memphis Detroit Dallas 
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PORTER'S 


Bolt clippers 
Nut splitters 


Shear cutters 
Chain cutters 


A line of portable two-hand 
tools for cutting various types of 
material beyond the capacity of 
erdinary nippers and accom- 

plishing work otherwise possi- 
ble only with a non-portable 
bench or power teol or with 
hacksaw or chisel. Used on pro- 
duction, repairs and mainten- 
ance in factories, mills, mines, 
garages, car shops, construc- 
tion, etc. 


Sold by leading jobbers and sup- 
ply houses everywhere. 


H. K. PORTER, INC. 
ASHLAND STREET, EVERETT, MASS. 


Nut Splitter splits nut 
Lay er won't re- 

ove them) up to nut 
of Me bolt. Shear Cutter 
cuts flat bar stock up to 
+ Fr 942” and wire rope 























They’ve Operated on the 
Outboard 


(Continued from page 75) 


in your coat on the front seat, but hesitated to leave the 
steering rod lest the motor suddenly kick up ructions? 
Through a new steering control this is now possible. 
You can move around the boat, light your pipe, bait your 
hook or what you will for a giant’s hand grasps the 
control when your hand leaves it, steering the boat till 
you regain your grip. 

The new models seem as perfect and efficient as 
human skill can produce. They can well be contrasted 
to the early motors, as can the modern car ae the 

“gas buggies.” 

At the show, many hardware dealers inquired as to 
the possibility of securing an agency for some of the 
motors. They realized that these are “quality” products, 
the price range of $100 to $350 makes them so. Believ- 
ing in handling quality merchandise, these took the 
initial steps necessary to secure agencies in their 
localities. 

Some dealers saw the possibility of establishing a 
“testing grounds” at a nearby waterfront, where they 
could demonstrate motors, sell gasoline, sundries and 
in some cases, small light boats for use with the motors. 
Others believed that outboard motor races on the 4th of 
July, and other holidays would help their general hard- 
ware business, so they made a bid for an agency. 

The sport of outboard motoring, the possibility of 
organized sport, the new models and the publicity given 
them has attracted unusual attention. Now that the 
bark has gone—and the bark was much worse than the 
bite—it is fully expected that the alien outboard will 
bloom as never before, to the delight and for the pleas- 
ure of countless thousands of sporting enthusiasts. 

There is, of course, much accessory merchandise. 
Bathing suits, fishing tackle, beach goods and all sorts of 
water goods will increase in sales as the outboard fleet 
grows. 


A Child’s Room 


(Continued from page 74) 





been placed around the room reflectors which throw the 
light upward, and through diffusion on a light ceiling 
cause proper general illumination. 

The clothes closet has been built as a press with com- 
partments for different articles of clothing, so that the 
child can remember where each thing belongs. The bed 
has been placed in an alcove with no decoration what- 
ever, which can, by means of a curtain, be separated 
completely from the playroom, so that the visual im- 
pression of the playroom may be entirely obliterated 
during sleeping time. 

There is a window over the bed, and a niche here and 
there for a favorite toy or book. The bed is very low 
so that if the child should roll out it cannot hurt itself. 
A night table is provided, and the child can take care 
of all its necessities close to the bed. 

(Continued on page 126) 




















HARDWARE AGE for APRIL II, 1929 


125 











Look for 
THIS LABEL 











The new Griffin PER- 


FECTION Screen Door 

OU will find it on ladders which conform Hardware Set No. 1740 

to the rigid requirements of the safety code offers im p roved de- 

of the Ladder Manufacturers Association of sign , superior quality 


America. Ina word 
it is the mark of 


A Safe Ladder 
The association 
which created this 
mark is so jealous 
of its obligation to 
safeguard the life 
and limb of those 
who use ladders 
that it will revoke 
the license of any 


manufacturer who uses this label on a ladder 
which fails to conform to its safety code. That 


and efficiency at an 
appealing price. Ask 
for our new folder 
which illustrates and 
describes this latest 








GRIFFIN product. + 7 


is your added assurance that the ladder which ERIE PENNSYLVANIA 
bears this label is—in every respect—a safe ladder. f =~ Paneh Officer_ 
New York, 45 Warren St. 
LADDER MANUFACTURERS ASSOCIATION OF AMERICA Chicano, 555 W. Randolph St. 7 





¥ ch 
San Francisco, 703 Market St. 
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Moore Push-Pins 


Packed 48-10c Blocks in 
Attractive Display Case 


MOORE PUSH-PIN COMPANY A 
yne J 


Wayne Junction 
PHILADELPHIA 


They sell 
on sight 


DECORATIVE 


4 Colors 
Rose Amber 
Green Blue 
3 Sizes 
Gilt Decorations 
List $4.80 Dealers $3.00 











KIMBALL 
























Kimball 


a low cost. 


assembling. 











LIGHT ELECTRIC ELEVATORS 


your requirement as to size, speed, etc. 
Write for particulars on these machines. 
They come sawed, drilled, fitted, ready for 


KIMBALL BROS. CO. 


. 1117-41 Ninth Street COUNCIL BLUFFS, IOWA 
ON A OS TE TOR IE LT 


Light Electric Elevators operate at 
There is a light electric built for 








A Child’s Room 


(Continued from page 124) 


Educational and cultural requirements have also been 
considered. A blackboard is provided to enable the 
child to draw. The wall decorations are designed to stir 
the child’s imagination. In this manner a study of geo- 
graphy and the arts and sciences can easily be made 
pleasant through interesting maps, charts, drawings of 
the solar system, etc. 

The central purpose of the scheme is to encourage 
self-reliance in the child without loss of the refining 
influence of an orderly and well-designed background. 





STATEMENT OF THE OWNERSHIP, MANAGEMENT, CIR- 
CULATION, ETC., REQUIRED BY THE ACT OF 
CONGRESS OF AUGUST 24, 1912. 

Of HARDWARE AGE, published weekly at New York, N. Y., 

for April 1, 1929. 
State of New York, County of New York, ss. 

Before me, a Notary Public in and for the State and county 
aforesaid, personally appeared E. P. Beebe, who, having been 
duly sworn according to law, deposes and says that he is the 
Assistant Treasurer of the Iron Age Publishing Co., Publishers 
of HARDWARE AGE, and that the following is, to the best 
of his knowledge and belief, a true statement of the ownership, 
management (and if a daily paper, the circulation), etc., of 
the aforesaid publication. for the date shown in the above 
caption, required by the Act of August 24, 1912, embodied in 
section 411, Postal Laws and Regulations, printed on the reverse 
of this form, to wit: 

1. That the names and addresses of the publisher, editor, 
managing editor, and business managers are: Publisher, Iron 
Age Publishing Co., 239 West 39th Street, New York City; 
Editor, Llew Soule, 239 West 39th Street, New York City; 
Managing Editor, Llew Soule, 239 West 39th Street, New York 
City; Business Manager, George H. Griffith, 239°’ West 39th 
Street, New York City. 

2. That the owner is: (If owned by a corporation, its name 
and address must be stated and also immediately thereunder 
the names and addresses of stockholders owning or holding one 
per cent or more of total amount of stock. If not owned by 
a corporation, the names and addresses of the individual own- 
ers must be given. If owned by a firm, company, or other un- 
incorporated concern, its name and address, as well as those of 
each individual member, must be given.) United Publishers 
Corporation, 239 West 39th Street, New York City. 

3. That the known bondholders, mortgagees, and other se- 
curity holders owning or holding one per cent or more of total 
amount of bonds, mortgages, or other securities are: (If there 
are none, so state.) United Publishers Corporation. 

U. C. stockholders in excess of one per cent: Lee, Higgin- 
son & Co. (Partnership), 43 Exchange Place, New York City; 
(A) Frederic C. Stevens Co. (See Note), 23 Prospect Terrace, 
Montclair, N. J.; (B) United Business Publishers, Inc. (See 
Note), 239 West 39th Street, New York City. 

Note—Stockholders of (A): Frederic C. Stevens Co.— 
Velma S. Stevens 325 West End Avenue, New York City; 
F. C. Stevens, Jr., 325 West End Avenue, New York City; 
Velma I. Stevens, 325 West End Avenue, New York City; 
Frederic C. Stevens, 325 West End Avenue, New York City; 
Ruth 8S. Kane, Montclair, N. J. 

Stockholders of (B): United Business Publishers, Inc.— 
C. S. Baur, 3559 164th Street, Broadway, Flushing, Long Island, 
N. Y.: George H. Buzby, Philadelphia, Pa.; J. W. Davis & Co. 
(Partnership), New York, N. Y.; Anna B. Frank, Pleasantville, 
N. Y.; Fritz J. Frank, Pleasantville, N. Y.; Lee, Higginson & 
Co. (Partnership), New York, N. Y.; C. A. Musselman, Phila- 
delphia, Pa.; A. C. Pearson, Montclair, N. J.; Lelia C. Pear- 
son, Montclair, N. J.; F. C. Stevens, New York, N. Y.; Harry 
EB. Taylor, Montclair, N. J. 

4. That the two paragraphs next above, giving the names of 
the owners, stockholders, and security holders, if any, contain 
not only the list of stockholders and security holders as they 
appear upon the books of the company but also, in cases where 
the stockholder or security holder appears upon the books of the 
company as trustee or in any other fiduciary relation, the name 
of the person or corporation for whom such trustee is acting 
is —: also that the said two porerrene contain statements 
embracing affiant’s full knowledge and belief as to the circum- 
stances and conditions under which stockholders and security 
holders who do not appear upon the books of the company as 
trustees, hold stock and securities in a capacity other than that 
of a bona fide owner; and this affiant has no reason to believe 
that any other person, association, or corporation has any in- 
terest direct or indirect in the said stock, bonds, or other se- 
curities than as so stated by him. 

5. That the average number of copies of each issue of this 
publication sold or distributed, through the mails or otherwise, 
to paid subscribers during the six months preceding the date 
shown above is 5; This information is required from 
daily publications only.) 





> P. BEEBE, Assistant Treasurer. 
Sworn to and subscribed before me this 2nd day of April, 
92 JULIA C. H. ALLEN 


9. . 

Notary Public, Queens County, Clerk’s No. 3367, Register’s 
No. 3982, New York County; Clerk’s No. 446, Register’s No. O-8a, 
Kings County; Clerk’s No. 97, Register’s No. 307. Commission 
Expires March 30th, 1930. 

[Seal] Julia C. H. Allen, Notary Public, Queens County. 
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‘Life Long 
Friends 


‘ Unbreakable 


| Axe&Knife 
to Match 


GUARANTEED 


by Free Replacement that their 
hollow steel handle and com- 
fortable leather grip will never 
Break, Loosen or Fly Off. Un- 
surpassed edges, lacquered man 
sized non-slip grips, the finest, 
most comfortable and depend- 
able in all weathers. Axe is 
13% inches long with 3% inch 
edge; Knife has 5 inch blade. 


Estwing Unbreak- 
atle Tools include 
a complete line ap- 
pealing to Mechan- 
ics, Home Owners, 
Boy Scouts, and 
Sportsmen. Sold 
under a Steel-clad 
Guarantee; thru 
125 leading jobbers 


Leather 
Grip 


or direct if yours cannot 
serve you. FREE display. 


Get one and place tt where 
your customers can gee and 


handle 11. 


ESTWING 


a — 


; 


y 
s 


Keen Lasting Edge 
» Finest Finish 


Both in Leather 
Belt Sheaths 











Patent Pending 


that 








reall 


Long ago, style decreed 
rounded corners for all 
bathroom equipment. But 
until Corcoran Cabinets— 
with their gently rounded 
corners were introduced 
through a new and unique 
method of construction— 
this important part of 
the bathroom ensemble 
remained an outlaw. Not 
only do Corcoran Cabi- 
nets harmonize—they af- 
ford for the first time, a 
cabinet through which no 
wall moisture can enter 
—because not a _ single 
crack, joint or seam is 
present in them. Nine- 
teen models make up a 
most comprehensive line 
in Venetian Mirror Door, 
Colonial Mirror and regu- 
lar insert type cabinets. 
You will want to see this 
superior line. Write today. 


CABINET 








-ORCORAN| 


th 
one piece 


Steel Bathroom 
CABINETS 








LOOK FOR THIS SBAL 
Cabinet body and flange drawn 
from one continuous piece of 
steel. 


Round corners inside and out- 


side harmonize with all bath- 
room fixtures. 
Continuous piano type brass 


hinge will not sag or warp. 
Bulb edge glass shelves cannot 
slip forward. 

Heavy spring catch. 
Door action cushioned by spe- 
cially designed door catch knob. 
Special device prevents mirror 
breakage. 


brass 


Corcoran Cabinets are the original One-Piece Steel 


Cabinets. 
raw 


No cracks, no seams, no welded joints, no 
edges. 


The CORCORAN MFG. Company 
NORWOOD 


in the 


Write 








INSERT CABINETS 
Style No. 40 and 
ee We 
Piece 
send 


One of many pop- 
ular models in the 
regular insert type 
cabinet. Same one 
jiece construction as 
enetian mirror type 
— no cracks — no 
seams — no welded 
joints —- no raw 


Name 


unequalled 


CORCORAN MFG. CO. 
Gentlemen: 


Addre 


CINCINNATI, O. 


Corcoran Cabinets are sold through 
jobbers only. 
equipped to handle this superior line 
in available territory, will be interested 


Distributors who are 


proposition with 
profits. 


details of a 
possibilities for 


at once. 


Dept. HA 


in Corcoran One 
Kindly 


are interested 
Steel Bathroom Cabinets. 
catalogue and full details. 


ss ee encecence 60 eo Sereda we 














128 HARDWARE AGE for APRIL I1, 1929 





Ambassadors of Good Will 


(Continued from page 93) 


Due to the war, the tours were suspended for a time, 
but in 1924 a delegation visited Great Britain. The fol- 
lowing year a European trip was undertaken by 140 boys, 
traversing France, Italy, Belgium and other European 
countries. In all nearly 500 boys, including those now 
on tour, have traveled overseas as members of the 
League, and the careers of all of them have been kept 
under constant notice of the officers. Many of those 
who enjoyed former trips are now the heads of families. 
The majority are in responsible positions, practising pro- 
fessions, conducting their own businesses or performing 
managerial duties. 

At first there was some question as to whether or not 
these tours would unsettle the boys. There was talk 
as to the advisability of taking school boys from their 
homes and studies. These questions are no longer 
raised. The tours are so planned as to take boys who 
have just finished the school season, and the dates are 
shaped to allow only a minimum encroachment on school 
time. Also it has been found that instead of the boys be- 
coming unsettled, they have shown greater advancement 
after completing their tours than before embarking. At 
the same time there has been a distinct betterment in 
their outlook toward life, and particularly toward foreign 
relations. Their trips have given them a clearer under- 
standing of the thoughts and actions of others. As one 
of the young envoys expressed it, “we could never bear 
arms against you.” 


Through the cooperation of the Rotary Clubs and 
similar organizations of the United States and Canada, 
the present trip is being made especially pleasant for the 
boys. They have been royally entertained, and have been 
given opportunity to visit all types of American homes, 
industrial plants and business establishments. They 
have also visited all the principal points of interest in 
the two countries. 

One such visit took them to the Hall of Fame, New 
York University. The boys simply couldn’t understand 
why that famous Hall contained no bust of the hero of 
youth, Col. Charles Lindbergh, until it was explained tu 
them that only those who had finished the work of this 
life are eligible to a niche in that great gallery. 

The boys have left us now. At present they are work- 
ing their way West through Canada homeward bound. 
With them goes a wealth of friendship and good will. 

Australia recognizes, as all nations should recognize, 
that hope of the future rests with the youth of today; 
that good government at home, the promotion of friend- 
ship and commerce among nations, the prevention of war, 
all depend upon the thought, impression and judgment of 
those who are “Boys” today and “Men” tomorrow. 

The tours of the Young Australia League are blazing 
a trail that other nations may well follow. The man- 
hood and boyhood of America wishes them “God Speed” 
and safe journey, with a continuance of friendship, 
understanding and Good Will. 









purchases. 


Your Customers 


Know Clipper Values 


Once used, Brown & Sharpe Hair Clip- 
pers are the means of sending both original 
buyers and their friends to you for further 


Keep a good stock of these 


smooth-action, clean cutting hair clippers 
with your line. Send for a descriptive cir- 
cular. Brown & Sharpe Mfg. Co., Provi- 
dence, R. I. 


Brown & Sharpe 


The Professional’s Clipper 
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Children’s Day—June 15 


(Continued from page 73) 


effort to promote a midyear toy sales season. Always 
there was an underlying thought of safety for children 
by supplying them with amusement equipment to keep 
them off the streets and out of questionable associations. 

The way to the larger scope of the plans has been 
definitely pointed out by the merchants of Chanute, Kan., 
where the merchants of their own accord did what the 
merchants of other cities are now asked to do. The 
merchants of that city saw the possibilities of the day 
and enlisted the support of school athletic director, school 
teachers, chamber of commerce and other organizations 
and eventually extended it to the Southeast Kansas area 
organizations and placed the leadership with the Red 
Cross organization of the district and Boy Scouts 

The first of these community meetings was very 
cessful and the merchant promoters enthusiastically or- 
ganized the second. The promoters learned that there 
was a community interest in such a meeting and felt 
that much good had been accomplished by calling atten- 
tion to the situation. 

It is to extend this helpfulness to children everywhere 
that the committee is that merchants in other communi- 
ties take the leadership of such movements for the benefit 
of the children of their customers and neighbors. 

The merchandising success of the Children’s Day 


suc- 


movement is apparent from the following figures taken 
from the report of 1928: 

Two thousand and fifty-nine stores requested and 
were supplied with display and advertising materials. 
This does not include chain groups and chambers of 
commerce. 

One hundred and sixty-seven cities held games and 
contests in more than 1000 playgrounds. 

Eight hundred and thirty-three newspapers printed 
stories about Children’s Day. 

Seventy-three mayors issued proclamations. 

Sixty-three radio stations presented special Children’s 
Day programs. 

Ninety-four newspapers published special Children’s 
Day sections. 

A month after Children’s Day a questionnaire was sent 
to the stores requesting the display material. The re- 
plies indicate: 

Eighty-four per cent made special toy displays. 

Fifty-five per cent placed special advertising. 

Seventeen per cent had special entertainments. 

Fifty-six reported a definite increase in toy sales. 

Kighty-three per cent are going to repeat in 1929. 

More than 900 local newspaper advertisements were 
collected by the committee which, it is estimated, repre- 
sented an expenditure of more than $50,000. This is 
presumed to be about 40 per cent of the advertising 





Endorsed by Hardware Men 


because it’s the most modern, practical, speedy, 
compact and easily learned method. Wherever 
there’s a 


Patented March 16, 1926 


you'll see signs that, instead of looking like printing, 
have the real hand lettered look. Make them in the 
privacy of your own store. Make them as you need 
them. Have your own Sign Shop ready to turn out 
Price Tickets, Streamers and other types of signs—all 
in attractive style and at no serious expense except the 
spare time of a clerk. 


A SIGN SHOP for YOUR STORE 


Large production, coupled with lew selling cost, enables 
us to supply the outfit at a very low price—less than a 
week’s wages for a card writer. 

Send coupon for complete information. Users tell us— 








“People notice our show 
cards now.” ; 

“Never received more — 
dollar for dollar.’’ 

‘*‘Wouldn’t part with it— 
paid for itself several times 
over.” 

“A month’s use proved its 
value.” 

“Showcarder produced 
msuegt holiday trade in his- 
ory.” 


Showcarder, Inc., 2332 University Ave., St. Paul, Minn. 


“Wish we could have got- 
ten one 24 years ago when 
we began business.”’ 

“Office girl now makes the 

8s , 


s " 
“Doubled our sales.” 
“We use signs more 

freely.” 
“The cost is so small.’ 
“Tt’s a pleasure to make 

signs with it.” 

Poe aw only up-to-date out- 





SHOWCARDER, INC. 
2332 University Avenue, St. Paul, Minn. 
Please send complete information and prices on your 


|  Showcarder. 
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DIAMOND “E” 


All-Metal Fly Screens 


Sell screens that let flies and mosquitoes through, and 
you make dissatisfied customers. But sell DIAMOND 
“E” Adjustable All-Metal Fly Screens and you build 
satisfaction all over town. 

They are fy and mosquito proof. 
All Sizes: RETAIL AT: Saiee- 









nized Wire, $1.00 to 
Bronze, $1.50 to $2.50. 







BUY FROM 
YOUR JOBBER 









““PEERLESS” Handcuffs 





Wocat 12 Ounces 
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You can buy many handcuffs at a Lower Price, but you cannot 
buy better handcuffs at any price. 


Ask Us for Details 


PEERLESS HANDCUFF CO. 
SPRINGFIELD, MASS. 

























DIXON’S 


BRIGHT ALUMINUM 


PAINT 


is a dealer specialty that is worthy of your considera- 
tion. Because of its “all-purpose” characteristics, it 
meets the consumer need, household or industrial. 


The price is right—the profit is a fair one. 
The name DIXON guarantees its quality. 


The Six Gallon Standard Case Includes Half-Pints, Pints 
and Quarts. 


Send for Deal No. 40-BA. 


JOSEPH DIXON CRUCIBLE COMPANY 


Jersey City DAG New Jersey 
Established 1827 








A firm grip— 







Me 


on pipe, rod or shafting held in a vertical position is often 
a great convenience. s is only one of the many tions 
Fe, the pipe jaws of the NuTYP Vise can be instantly 
1 q 


The Oswego Tool Company, Oswego, N. Y. 











published on behalf of plaything sales during this period. 

For this year, the Children’s Day Promotion Commit- 
tee will have for distribution window strips and similar 
display material and a considerable number of mats of 
suitable newspaper advertisements without charge. The 
committee will also offer forty prizes for window dis- 
plays. The major prize is $200 in gold. Other prizes 
run as low as $10. The rules of the contest are very 
simple. The contestant must have a window, the major 
part of which is playthings, on view at least a part of 
the week of June 15. No requirements are made as to 
the purchase of merchandise or the use of particular 
items. Merchandise bought prior to announcement of 
contest may be used. The subject is the “Spirit of 
Play.” The judges will be representatives of the pub- 
lications “Display World” and “Merchandise Record 
and Show Window.” Awards will be made on photo- 
graphs submitted to the committee on or before July 10. 

Merchants wishing free display material or further 
information as to the organization plans should address 
the committee chairman, Charles E. Hawkes, at 10 West 
Twenty-third Street, New York City. 


Is the Jobber Passing ? 


(Continued from page 81) 


worth $500.00 an acre, he is not happy; but frequently 
this farmer forgets when he plows his $500.00 per acre 
land that it only cost him $50.00. 

So while I may bring down upon my devoted head the 
wrath of some of my jobbing friends, let us admit that 
one of the troubles with the hardware jobbing business 
is the result of the very prosperity that has been enjoyed 
in this business. 

I told my manufacturing friend that I was not a bit 
afraid that the mail order houses or the chain stores 
would ever put the hardware jobber and the hardware 
retailer out of business. These new methods of mer- 
chandising may affect groceries and certain other lines 
of goods on account of the nature of the business, but 
hardware by its nature is an entirely different business. 
Today only 8 per cent of the hardware in the country 
is distributed by mail order houses and chain stores. 
Ninety-two per cent is distributed through the jobbing 
and retail trade of the country. 

Let me call your attention to certain very striking 
facts. Any number of manufacturers have started to 
build up their business by selling direct to consumers. 
After a while they sold direct to retailers, and then after 
a while these manufacturers stopped selling either con- 
sumers or retailers but placed their goods in jobbing 
houses. Why? 

Take the case where a certain manufacturer started 
out to sell his products through chain stores, these 
stores being interested financially in this manufacturer’s 
concern. It has just been admitted by this manufacturer 
that the whole plan was a failure. It fell down. This 
manufacturer has now cancelled all of his former agen- 
cies and is seeking to return to the jobbing trade to dis- 
tribute his goods. Why? 

The answer is perfectly simple. Certain methods of 
distribution that may be successful in the drug trade, for 
instance, will never be successful in the hardware trade. 
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There are fundamental reasons for this, which I haven’t 
time to go into here, but probably will save this discus- 
sion for another article. The mistake made by the man- 
unfacturers I now have in mind was because they were 
applying drug thinking to the hardware business and 
drug thinking does not fit the hardware business, and this 
fact has been found out after heavy losses. 

Why has one line after another line of goods, after 
experimenting with the retail trade, gone back to the 
jobbers? The answer is that on most lines, especially 
on lines of small units, it costs entirely too much money 
to sell the retail trade direct. Too many little orders ; 
too many small accounts. The game for the manufac- 
turer was not worth the candle. He found he was not 
equipped to handle this business. 

The jobbers, on the other hand, have handled this 
business and they have handled it very efficiently. The 
retail dealers of the country know very well that with- 
out the jobbers they would be put out of business. This 
is true of all retailers except, of course, the very large 
ones in the larger cities, who buy most of their goods 
direct, but even these large retailers in the larger cities 
find it convenient to have a jobbing source of supply for 
their fill-in orders. 

In conclusion, allow me to say that I am not minimiz- 
ing some of the troubles of the jobber. I am not treat- 
ing some of their problems lightly. It is quite evident 
to any student of distribution that there are certain 
fundamental principles of distributing goods in the hard- 
ware line that must be cleared up. Everything in this 
world seems to be an evolution. Nothing starts perfect. 
Even the Sherman Law must evolve. It must be in- 
terpreted and it must be changed where we find it does 
not fit in with modern merchandising conditions. It 
will take time, but I am sure these changes will be made. 
These changes will help distribution. 

I also have entire confidence in the fact that some of 
the troubles now affecting the hardware jobbers will be 
straightened out. This, of course, will take time, pa- 
tience and wise counsel, but when I look back forty-eight 
years in the hardware business what tremendous changes 
for the better I now see. Not only am I impressed with 
the great wealth, strength and prosperity of our hard- 
ware jobbing houses but I am especially impressed in my 
travels with the character of the men who are shaping the 
destinies of these institutions. Allow me to say that 
while they may not be as picturesque as some of the 
hardware giants of the olden days, it is my belief that 
they are a good deal more intelligent. 

Nature is the great engineer. In all of our studies we 
go back to see how nature does things. Let us take a 
tree, for instance. There are the roots. I compare the 
roots of a tree to the manufacturers. In the roots the 
chemicals of the earth are brought together for the de- 
velopment of the tree. Then there is the trunk of the 
tree. I always think of this as the jobber, carrying the 
life fluid of the tree from the manufacturer upward. 
Next come the limbs of a tree. They are the retailers, 
spreading the sap through their twigs. Then we have 
the millions of leaves—the consumers supplied and served 
by the manufacturer, the jobber and the retail dealer. 
Nature, you will note, does not dispense with any of 
these steps because she may have thought that a trunk 
or a branch or a twig was unnecessary and uneconomical. 





A NEW FAST-SELLING ITEM! 





NOVEL 

DISTINCTIVE 
BUT, ABOVE ALL, 
PRACTICAL AND USEFUL 


PLEWS No. 100 
PISTOL OILER 


FORCE-FEED 
TRIGGER ACTION 


SHOOTS THE OIL INTO ANY BEARING 
UNDER HIGH PRESSURE 


Retail price (with holder clip) $1.50 
Dealers 3314% 


Not an air-pressure oiler. Made of steel and 
brass. No leather plungers or valves. Free 
counter display fixture with order for one dozen. 
Nine other models of force-feed, all-metal oilers 
for mechanics, farmers and general use. Priced 
from $1.00 to $2.60 each. 





DESCRIPTIVE CIRCULAR UPON REQUEST 
JOBBER INQUIRIES INVITED 
PLEWS OILER CO. - - - Minneapolis, Minn. 
EASTERN WHSE.: 2401 CHESTNUT ST., PHILADELPHIA, PA. 














The Best is none too good 
SHARK BRAND 
CHISELS and GOUGES 


BEAR THIS TRADE MARK 






Trade Mark 
.Beware of Imitations 


Manufactured by 
E. A. Berg Manufacturing Co., Ltd. 
Eskilstuna, Sweden 


SHARK BRAND CHISELS 


are sturdy and well made and 
craftsmen and lovers of good 
tools appreciate their known 
quality because of their reputa- 
tion. 


nef) 


aa 


Butt Beveled Edge 
Regular Beveled Edge 
Socket and Tanged Chisels 
Common and Half-Round Gouges 


We carry a full line of 
SWEDISH Made TOOLS and HARDWARE 


Order from your jobber today, or write 


SCANDINAVIAN 
WESTERN IMPORTING COMPANY, Ltd. 
107-109 Lafayette St., New York 


509 E. Hennepin Ave. 304 Railway Exchange Bidg. 
Minneapolis, Minn. Seattle, Wash. 


| 








Coristine Bidg. 
Montreal, Can. 
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Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTURERS’ ASSOCIA- 
TION and SOUTHERN HARDWARE JOBBERS’ ASSOCIATION 
Joint Convention, Edgewater Park, Miss. April 22, 
23, 24, 25, 1929. Headquarters, Edgewater Gulf Hotel. 
Charles F. Rockwell, secretary-treasurer, American 
Hardware Manufacturers’ Association, 342 Madison 
Ave., New York City. John Donnan, secretary-treas- 
urer, Southern Hardware Jobbers’ Association, Rich- 
mond, Va. 

AMERICAN STEEL AND Heavy HarpWArRE AsSOCIA- 
TION CONVENTION, Washington, D. C., May 21, 22, 23, 
1929. Headquarters, Hotel Washington. B. R. Sack- 
ett, secretary-treasurer, 503 Arch St., Philadelphia, Pa. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, May 7 and 8, 1929. 
L. P. Biggs, secretary, 815-816 Southern Trust Build- 
ing, Little Rock. 

HARDWARE ASSOCIATION OF THE CAROLINAS CON- 
VENTION, Blowing Rock, N. C., June 11, 12, 13, 1929. 
Headquarters, Mayview Manor. Arthur R. Craig, 
secretary-treasurer, Charlotte, N. C. 

LOUISIANA RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION CONVENTION, Mansfield, June 10, 11, 12, 
1929. Guy Nason, secretary, Starkville, Miss. 

MetTAL BRANCH OF THE NATIONAL HARDWARE As- 
SOCIATION OF THE UNITED STATES CONVENTION, De- 
troit, Mich., May 16 and 17, 1929. Headquarters, Stat- 
ler Hotel. George A. Fernley, secretary, 505 Arch St.. 
Philadelphia, Pa. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CoN- 
VENTION, Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis. 


Missouri Retail HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisiton, New Hotel Jefferson, St. Louis, 
Jan. 28, 29, 30, 1930. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

MississipP1 RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION CONVENTION, Gulfport, June 17, 18, 19, 1929. 
Guy Nason, secretary, Starkville. 

NATIONAL ASSOCIATION OF PURCHASING AGENTS 
ConvENTION, Hotel Statler, Buffalo, N. Y., June 3, 4, 5, 


6, 1929. B. W. Hall, assistant secretary, 11 Park Place, 
New York. 
NaTIONAL RetrarL HarpDWARE ASSOCIATION CON- 


GREss, Oklahoma City, Okla., June 24, 25, 26, 27, 28, 
1929. H. P. Sheets, managing director, 915-935 Meyer- 
Kiser Bank Bldg., Indianapolis. 


NortH Daxota RetaiL HARDWARE ASSOCIATION 
CoNvENTION, Feb. 11, 12, 13, 1930. Place of meeting 
to be decided later. C. N. Barnes, secretary, Grand 
Forks. 


OLp GuARD SOUTHERN HARDWARE SALESMEN’S As- 
SOCIATION, Edgewater Park, Biloxi, Miss., April 23, 
Headquarters, Edgewater Gulf Hotel. R. P. Boyd, 
secretary-treasurer, Box 19, R. F. D. No. 4, Knoxville, 
Tenn. 

SoutH Dakota Retart HarpwarE ASSOCIATION 
CONVENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis, 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition in Atlanta, 
Ga., May 14, 15, 16, 1929. Walter Harlan, secretary- 
treasurer, 701 Grand Theater Building, Atlanta, Ga. 














PiTTs Bunch 


THAT GIVE MAXIMUM RUST-RESISTANCE! iOS 





Highest quality steel sheets for the engi- 
neering, railway, industrial and general 
construction fields. This Company is 
the largest and oldest manufacturer of 


The products of this Com- 
pany represent highest stand- 
ards of quality and service. 
Made right—sold right. 
———CONTRIBUTOR TO——— 
SHEET STEEL 


TRADE EXTENSION COMMITTEE 
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AMERICAN 


STEEL SHEETS /for Every Purpose 


Manufactured by 


Ss ke Sheet and Tin Plate Company 


* General Offices: Frick Building, PirrsBuRGH, PA. 


SUBSIDIARY OF 


Black and Galvanized Sheets, Keystone 
Rust-resisting Copper Steel Sheets, Tin 
and Terne Plates adapted to all known 
uses. Sold by leading metal merchants. 


District SALES OFFICES: 
Chicago, Denver, Detroit, 
Cincinnati, New Orleans, 
New York, Philadelphia, 
Pittsburgh, and St. Louis. 
Write nearest Sales Office 
for information and booklets, 


















AMERICAN BripGE CoMPANY CARNEGIE STEEL COMPANY 
AMEKICAN SHEET AND Tin PLATE COMPANY Cycione Fence ComPANY 
AMERICAN STEEL AND Wire ComPANY 

Pacific Coast Distributors—United States Steel Products 





PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES: 


FEDERAL SHIPBUILDING AND Dry Dock ComPANY 
° 





Tue Lorain STEEL COMPANY 
Tennesses COAL, Iron & R. R. COMPANY 
UNIVERSAL PoRTLAND CEMENT COMPANY 


San Francisco, Los Angeles, Portland, Seattle, Honolulu. Exfort Distributors—United States Steel Prodycts Company, New York City 


Iturnots STEEL COMPANY 
Minnesota STEBL COMPANY 
NATIONAL TUBE COMPANY 
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HEN hardware and im- 

plement dealers ask us 
what “four square” means in 
W & B Lawn Mowers—we 
tell them that W & B four 
square construction keeps the 
mower rigid and in perfect 
alignment. Immediately they 
see the dual advantage. First, 
a selling feature—then long, 
useful life. “Four Square” is 
but one of a dozen features 
that sell W & B Mowers. The 
15 different models are cer- 
tain to meet any require- 
ments. 
Talk with your jobber or 
write us direct. We will send 
you full color prints, specifi- 
cations and dealer discounts 
on the W & B Line. 


R. Herschel Mfg. Co. 


Peoria Illinois 
Branches: Omaha, Nebr.—Minneapolis, Minn. 


“Good equipment makes a good 
gardener better’’ 


Putnam & Co., as al St., New York, 


15 Styles From Which 
to Choose 


















































Where 
SATISFACTION 


hinges on 


HINGES 


And that’s wherever swinging doors are used. 
The careful buyer selects Allith Hinges for 
Garages, Airplane Hangars, Warehouses and 
Railroad and Industrial Buildings. 


And for the screen and double-acting doors 
in residences, he selects Allith Spring Hinges 
—just as he selects Allith Hangers for sliding 


doors. Because they’re trustworthy. 


For information on our general line, send for 
catalog No. 97. 


the hardware you want, our designing depart- 


And if you cannot find in it 


ment offers its services without cost or obliga- 


tion. 


ALLITH-PROUTY COMPANY 
Danville, Illinois 


Manufacturers of 


Garage Door Hardware Fire Door Hardware 

Rolling Ladders Overhead Carriers 

Spring Hinges 

Airport Door Hardware 

Industrial Door Hardware 
Certified Malleable Iron Castings 


Door Hangers 
Malleable Iron Washers 
Stadium Seat Brackets 


Manufacturers of the finest line of Airport and 


Garage Door Hardware 


Allith 
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Rixson Cverywhere| “Cleveland” 
‘Mi ph | Grindstones 


When a farmer requires a 
grindstone he follows a 
custom established by his 
forefathers—he buys a 
“Cleveland” Grindstone. 
Make sure your stock is 
adequate to supply the 
grindstone requirements 
of your community. 


















Naming buildings in 
which one or more 
articles of Rixson 
Hardware are used 


throughout, it 
¢NEL 


seems Rixson is 
everywhere. Look- O4 
ing from a tower 
window in_ prac- 
% 
4 


tically any big city 
we could point out, 
Pte — that, & 
that an that”— 

and so on in VogtT© 
rather an impres- 
sive way. 


Yet Rixson Hard- 
ware is not liter- 
ally everywhere, 
You simply find the 
well-known trade- 
mark oftener than 
most, and where 
you find it you dis- 
cover one installa- 
tion has begotten 
companion instal- 
lations all ‘round 
it. This is why 
in many architects’ 
minds the phrase 
“of course” seems 
to belong with the 
specification of 
Rixson Hardware. 
“In this building 
we'll use Rixson 
Floor Checks,—of 


” 
course. 


Many Rixson prod- 
ucts are as im- 
portant in the 
home as in_ the 
office building or 
factory, and as 
widely used for 
residences. Send 
fora list of installa- 





tions in which rep- 

















resentative build- . * 
: Substantial light running, 
a pol 5 ce ani mounted with a “Cleveland” : 
: Grindstone, genuine Berea Frame of heavy angle steel 
rit, which we alone manu- 1%” x 1%” x %”, strongly 
Write for detailed in- acture. 19 to 22 inches in braced and is equipped with 
formation or see Sweet's diameter. 1%4” to 2%” thick. our standard high grade se- 
Architectural Catalog. Frame can be set up in a lected ‘Cleveland’ Grind- 
ay merty Of ig moe — Shipped — com- 
one bolt. ipp noc plete, stone crat sepa- 
THE OSCAR oe RIXSON COMPANY down and crated. rately to save freight. 


4450 Carroll Avenue Chicago, Il. 


New York Office: 101 Park Ave., N. Y. C. 
Philadelphia Atlanta) New Orleans LosAngeles Winnipeg THE CLEVELAND STONE COMPANY 


. 
Cleveland, Ohio 
283 Front Street, New York 


























d Lombard & Co., Inc., Boston, Mass. 


Builders’ Hardware | New England Agency 
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This $15,000,000 
Plant is Making Profit 
for Your Store 


F you handle Bottle Caps you know that 

Pyramid and Home Use Brands are dif- 
ferent. The picture above illustrates why 
they are different from any bottle cap on 
the market. 


Here’s the Plant where these remarkable 
caps are made. The originator, the pioneer 
in the industry--this business today is the 
largest of its kind in the world. 


Here in this Plant are combined three fac- 
tors of vital importance to you-- 


VAST PRODUCTION--which means lowest 
possible cost per gross. 

MODERN PLANT--with specialized ma- 
chinery, insuring accuracy and uniformity 
to the highest degrée--and absolute clean- 
liness throughout. 

A COMPLETE SERVICE--ample stocks 
newly made, ready for immediate delivery 
from factory or branch nearest you. 




















These well known brands in Sanitary packages are 
fast superseding the uncertain loose bulk goods. 





If you are not making money on bottle caps, 
write today for our special proposition. 


CROWN CORK & SEAL CO. 


W orld’s Largest Makers of Bottle Caps 
Baltimore, Md. 














Installation for Hibbard Spencer Barlett Co., Chicago 





Shelving of Enduring Steel 
that Saves Shelving and is 
surprisingly low in cost 


F you had need to tear down and re- 

erect GF Allsteel Shelving a hundred 
times—it would still be as good as new. 
The finish would be unmarred — the 
parts unharmed. Think what happens 
when you try the re-erection of wood 
shelving just once. 


Because it is steel—strong and compact, 
a 10 to 20% saving of space is effected. 
Better stock control and quicker inven- 
tories are possible. 


When you consider all these advantages 
—with the unusual fact that the cost is 
about the same as wood shelving—you’ll 
be sold once and for all time on the advis- 
ability of GF Allsteel Shelving. 


We maintain a staff of experienced lay- 
out engineers to assist you in your stor- 
age problems. This service is without 
cost, of course. Use the coupon below. 


Our book ‘‘Saving with Shelving’’ 


THE GENERAL FIREPROOFING Co. 
Youngstown, Ohio ~ Canadian Plant: Toronto 


Branches and Dealers in all Principal Cities 


sent on request 


The GF Alisteel Line: Safes . Filing Cabinets . Sectional 
4 —— - Desks . Tables . Shelvin + Transfer |} 
+ Storage Cabinets . Document Files . Supplies 





Inventories are easier with 











SHELVING 


O) Please send book “Saving with Shelving.” 





Attach this coupon to your firm letterhead 
THE GENERAL FIREPROOFING CO., Youngstown, Ohio 1H. A. 
Please have an experienced layout engineer call. 





Name 
Address — 





City State 
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Babcock Ladders 
are made SAFE for 
every purpose. 
Every style is man- 
ufactured from Air 
Dried, Clear 
Grained Spruce. 
The full strength is 
left in the lumber. 


BABCOCK SPRUCE LADDERS 



















They sell on merit. 
Order from us now. 


We pay the freight. 





Cn adhow MYERS 






MYERS 
PATENTED 


COG-GEAR 















PATENTED 
GLASS 
VALVE SEAT 









SECTIONAL VIEW Sia? ie 
COCK SPOUT .= 


\ 


CYLINDER ——== 
= 








the back porch, 


for those who 
Write or wire. 


didi 


THE FL.E.MYERS & BRO.¢°: 


WATER arereas HAY RA 
GARAGE 





House Pumps areBetter 
Built Than Ever Before, 


After all, when a house pump goes into a kitchen or is installed on 
is placed there for but one purpose—to pump 
the water for household and other needs. A cheap, light weight 
pump will do this quite satisfactorily for a while but as months 
run into years a pump of this kind starts to give trouble, trouble 
that invariably comes back to the dealer who sold and installed 
the pump. 

Myers House Pumps are designed and built for better service. They 
are a standardized quality product with many improvements that 
lift them out of the ordinary class of house and pitcher pumps and 
place them on a higher plane of service, which not only means long 
time user satisfaction but better business and worthwhile profits 
sell them. There is a style and size for every need. 


FIG.1675 FIG2383 FIGJ665 FIG.1746 


ASHLAND, OHIO. 
IEd GRAIN UNLOADING TOOLS BARN, FACTORY 
HANGERS- STORE LADDERS. Etc. 
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A New Nail — 
In a New Package 


The new 
TREMONT- 
ARMCO Pure 
Iron cut nails 
come to you 
packed in 5 lb. 
canvas bags—20 
bags to the 100 
Ib. keg. Ship- 








MAGE BY 


ments will also |  REMONT NAIL Co, 
WAREHAM, MASS, U.S. 4. J 





be made in bulk oe) ESTABLISHED 1009 





100 Ib. kegs. 


Approved by Shingle 
Manufacturers 


The leading shingle manufacturers are 
recommending the use of TREMONT- 
ARMCO cut nails because of their re- 
markable rust-resisting qualities and great 
holding power. 


Easier to Handle— 


Easier to Sell 


No need to reach down into a keg and 
take time to weigh and wrap these nails. 
Most customers will buy at least one 5 Ib. 
bag. 


Your customers will ask for these nails 
because they are made of ARMCO rust- 
resisting pure ingot iron and because the 
individual 5 Ib. canvas bags make them 
easy to carry and use on the job. 





TREMONT | Shingle Nails 
RUST-RESISTING 
IRON Roofing Nails 


PURE 
| Boat Nails 
i eo Spikes 
INGOT\_/ IRON ! Clapboard Nails 


“Tue Purest jmon Maoe® ° 


CuT NAILS Special Nails 








Get TREMONT- 
ARMCO Pure Iron Cut 
Nails from your jobber, 
or write direct to us. 


TREMONT NAIL COMPANY 


Established 1819 
Wareham, Massachusetts 


“Originators of Hardened Steel Cut Nails” 








ere is the greatest 
SALES HELP you have 


ever been offered on 
Screw Drivers! 


Bridgeport Red Crown 
50c. 


ao (Ars 


1 


















These Striking 
METAL 
DISPLAY STANDS 
are furnished 
to you FREE! 


At the right is shown 
the Bridgeport Red 
Crown assortment—%4% © 
doz. each af 4”, 5” and 
6” screw drivers. This ~* 
assortment costs you only 
$3.80 and sells for $6.00. 





COLOR-CROWNED 
Bridgeports will 
move faster than 
any screw driver you 
have ever sold 


At the left is the 
Bridgeport Yellow 
Crown assortment—%4% 
doz. each of 4”, 5” and 
6” screw drivers— 
which costs you only 
+$1.95 and sells for $3.00. 


peed you can speed-up your screw driver sales! You 
can get additional business—with no additional effort. 
And here is how’Bridgeport helps you to do it. 

First of all, the attractive metal display stands—shown above 
—are supplied to you FREE! And into those stands go 
screw drivers that are crowned in COLOR—that greatest 
of all sales stimulants! Screw drivers, too, that are quality 
tools throughout — ouersized handle, special-analysis steel 
blade, tempered point! 

Bridgeport Red Crowns and Yellow Crowns — crowned in 
color and strikingly displayed—will move faster than any 
screw driver you have ever sold. Let them start to work 
now on your counter. Order your first Bridgeports today! 


BRIDGEPORT HARDWARE MFG. CORP., BRIDGEPORT, CONN. 
America’s Largest Makers of Screw Drivers 


Bridgeport 


TRADE 


TOOLS and HARDWARE SPECIALTIES 
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NON-POISONOUS 


WEED KILLER 
In the Handy Duster 


Feature this attractive counter carton and window display. 
and tie in with the national advertising campaign now running. 
Quick turnever—good profits. 

Simply shake powdered weed killer from the perforated con- 
tainer on weeds to kill all vegetation in paths, driveways, 
gutters, fields, ete. 

Selis on sight. A remarkably effective weed killer. Repeat 
sales are assured. 

Write today for prices and literature. 


Chipman Chemical Engineering Co. Inc. 


BOUND BROOK, N..J- 


















Show Case Spring 
Hinges 
Very Popular Right 
Now for Doors of 
Milk Receiving 













The abeve tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have bad one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality ef materials. 

We stand back of evers tool we make. Try us 


Write for Catalog. 


Cc. S. OSBBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 


Arch Punches Cupboards — 
Revolving Punches Laundry Chutes 
_ 1 . , “ 
A varied and attractive line for the Hardware Trade. Also: an a is Linen Cupboards No. 161 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 1” x 1%” Full size is 
2” x 1%” 


IN RESIDENCES AND APARTMENTS 
MADE IN BRASS OR STEEL METAL 


“Orders Cheerfully Accepted” 


THE BRAINERD MFG. CO. 
EAST ROCHESTER, N. Y. 




















66 | eA 99 
WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 


Its Use Enables 


Known and Trusted 
for their unfailing 
accuracy — 

li 





Him to Weld Steel 
as Easily as Iron 


IT HAS NO EQUAL 


DROWN & SHARPE 
Toons 


“World's Standard of Necuracy”™ 


Manufactured by 


ANTI-BORAX COMPOUND CO. 
me 0). a tn, 6-8 6.) Oe PO 
















Dealers selling this Lawn tool report good Business 


Light, easy-to-use lawn accessory that will please your customers instantly. Cleans 
leaves, grass, refuse from any lawn, and never digs in and injures tender growing grass. 







It’s Tested She IMPROVED Will Not 
and Weaken 
Guaranteed Nor Break 


The steel frame of the Improved Lawncomb is tested for 
strength and service. Flexible steel teeth go over obstructions 
and never break. Low priced; easy to sell. Write for dealer 
discounts. 


EASTERN TOOL & MFG. CO. 
Bloomfield, New Jersey 
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Whether Your Store Makes or Loses Money Is Often 
Determined by the Kind of Advertising You Do 


There is Advertising that COSTS money because it 
brings but a “flash in the pan” and the result does not war- 
rant the expense. 

There is Advertising that PAYS FOR ITSELF through 
the direct sales it creates and the patronage it builds up on 
the long swing. 


After all, the Bunting method typifies the kind of hardware store advertising by 
which the dealer can retrieve his investment. 


Full information and samples cheerfully supplied. 








JOBBERS Write to MANUFACTURERS 


who wish to encourage deal- 


prefermnce to vuabranded.ot | == THE BUNTING SYSTEM __ | #io"pusn factory brands by 


own branded lines are invited 

4 - for —, —— plan of oe een . 
the Bunting plan. Dealers who the point of sales, wi n 
apply c = more a N ORTH CHICAGO the — method 2 — 
and, by the same token, buy able adjunct to a other 
more. ILLINOIS dealer help plans. 
































Try This On Your Display Tables 


° Give this new type Union Drainer a trial at selling itself— 
nition priced at 65c, or 59c—or even 49c. You still make a good 
margin at the low price. But a price like that, if advertised 
° brings quick turnover; so be sure your stock is ample. 
Dish This is WS185, similar to WS195, which is heavier in con- 
struction. Display them side by side and the average clerk 
can sell the higher priced one. Both are strongly made 
of heavy wire, welded at every joint, and have plate racks, 


w 
Drainer cup space and outside silver basket increasing inside 


capacity. 
Write for latest prices and general catalog 


UNION STEEL PRODUCTS CO. 
Albion Michigan 





_ PSNMON TS AA SN a7, 
Lh \SAIRIAE SES” Wm 
AAD 


\/ WS185 with outside 
silverware basket, always 
there and out of the way. 





CANNING RACKS, CAKE COOLERS, WIRE BASKETS, RUBBISH BURNERS, KITCHEN WIRE GOODS 
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PLUMB TV 








| HAND-FORGED X | 


For Carpenters, Plum- 
bers, Auto Mechanics, 
Tinners, _ Bricklayers, 
Concrete Workers. 
This Display 
Board Sells 
tools fast! 


Install one in your store. 








Plomb Tools are su- 
perior quality, hand- 
forged for great 
strength and long wear. 


Send for our Complete 
Catalog—we sell you direct 
and Advertise Nationally 


Plomb Tool Company 


2209 Santa Fe Ave., 
Los Angeles 


1146 W. Lake St., Chicago 
4306-36th St., Long Island City, 
a. ¥. 


Immediate Delivery 
from Warehouse 
Stocks 














Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


CONTENTS 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware in 
the United States and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is indis- 
pensable in economic direct-by-mail promotion work and also a 
helpful guide for salesmen’s calls. Every manufacturer’s sales 
manager should have one on his desk, and every salesman could 
profitably carry a copy in his grip. Since the previous issue was 
published there have been more than 10,000 additions and cor- 
rections, and these all appear in the current edition. 


Hardware Wholesalers and Manufacturers’ Agents find Verified List 
of great value in “‘checking’”’ their prospect records. 


It really is 16 directories in one. 
Published annually, $15.00 postpaid 





ADDRESSING, MULTIGRAPHING, ETC. We have facili- 
ties for addressing envelopes, cards and broadsides from 

our list; and for multigraphing and filling-in form letters. 
Prices quoted upon application. 











Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 


> 











Products There? 





The Hardware Store 
Is the Hunter’s Arsenal 


Will He Find YOUR 





Guns, ammunition, hunting knives, hunters’ 
clothing and all the incidentals that appeal to 
the hunter are sold by hardware dealers 
throughout the country. These dealers keep 
in touch with the manufacturers by reading 
the advertising addressed to them in their 
business paper—HARDWARE AGE. 


Tell the hardware dealer about your product 
in the same manner and put yourself on an 
equal footing with your competitors. 
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Are You “Stocking” Hack Saws or , 
“Selling” Forsberg Quality Frames ? 


That’s a profitable question! 


The No. 4 Forsberg 
Bon-Ton Frame is a 
quick moving num- 
ber retailing for 
$3.00. 








Let us tell you more about 
the No. 4 frame. We can 
help you reach your 1929 
sales quota sooner. 


The Forsberg Manufacturing Company 


Bridgeport Conn. 





Backs Up Every Claim 


Slipknot Friction 
Tape is steadily 
increasing in sales 
and popularity 
because it backs 
up every claim. 


It retains its ad- 
hesiveness in all 
kinds of weather. 
Has high tensile 
strength. Free of 
pin holes, Cannot 


dry out. With- 
stands highest 
electrical effi- 





ciency tests. 


Put up especially for the Hardware Trade in 1, 2, 4 
and 8 oz. rolls in Orange and Blue packages. Counter 
Display Carton for 1 and 2 oz. rolls. We specialize in 
Friction Tapes. Send for prices. 


Also manufacturers of Rubber Heels and Composition 
Taps 


Plymouth Rubber Company, Inc. 
1000 Revere St. Canton, Mass. 











A Better Grade of 
Wire Netting Than 
Straight Flat 
Hexagonal Mesh 
Has Never Been 
Devised 


Many substitutes 
have been ad- 
vanced; and while 
we make them, we 
unhesitatingly rec- 
ommend our §Su- 
perior Hexagonal 
above all others. 


G.F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 








The New Heller 
Merchandise 
Cabinet 


Wall Display 
~~. Cabinets Increase 
Sales 


Here is a_ real profit 
maker for your store! A 
tireless worker for you, 
scientifically designed to 
better your sales. 


Low priced articles dis- 
, Played in the New Heller 
Merchandise Cabinets at- 
tract customers, but the 
impressive display of 
high grade merchandise 
on the cabinet doors—just on the level of the eye—impels them 
to buy the latter. Result—more profit for you! 





No wonder the New Heller Merchandise Cabinets were the talk 
of the hardware conventions. No wonder stores all over the 
country which have already installed the New Heller Mer- 
chandise Cabinets are reporting increased sales! 


Send the coupon for full information. 


HELLER 


Business Building Store Equipment 
W. C. HELLER & CO. 


700 Bryant Street, Montpelier, 
Ohio 


W. C. Heller & Co. 69-A 
Montpelier, Ohio. 

I want to know all about the 
new Heller Merchandise ee 





I understand this does not ob 

gate me in any way. My name New York = ane Vesey 8t., 
and address appear in the mar- 

gin below, Write name and address in margin below 
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A Mower for Every Customer— 


The man or woman who wants 
a high grade Lawn Mower is 
sure to find it if you carry the 
Granite State line. 


GRANITE STATE 


LAWN MOWERS 


have pleased customers for over half- 
a-century. 


Granite State Mowing Machine Co. 
HINSDALE, N. H., SINCE 1860 


See our Line in Hardware Age Catalog. 


Russell Jennings 
Auger Bits 
Patented by 


Mr. Russell Jennings 
in 1855 











Russell Jennings Mfg. Co. 
Chester, Conn. 








THE HAMMER 
HOLDS 
THE TACK 


The best permanent magnet hammer on the market. 


4 PRACTICAL AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME 


Awarded Silver Medal Panama-Pacific Exposition 


Robertson “Horseshoe Magnet’ Hammer 














Mame and design trade marks registered U. 8. Pet. Of. 
ARTHUR R. ROBERTSON, 596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 








CONSTRUCTION 


the new SNELL Construction Bit 


Fit a Snell into the machine for that bit of 
tough wcod work. Snell Bits are designed for 
heavy duty—-stiffer—stronger. 


Write today for catalog. 


iT 


SNELL MANUFACTURING COMPANY 
Fiskdale, Mass. 


Sales Representatives: John H. Graham & Co., 
113 Chambers St., New York City. 











Starrett 
No. 92 
Dividers 


Forged steel points— 
fine adjustment— 
positive lock — 
Starrett quality— 


that’s what they 
want. 














THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 














START NOW! 


Turn those idle moments into profits. Add a key department to your busi- 
ness. This has already proven a success with many stores. Install a 
New M6 Beisser Key Machine and cut ALL types of keys without any hand- 
filing. NO EXPERIENCE necessary. And with our system, make keys 
by number of lock. 
able business. 


BEISSER KEY MACHINE COMPANY, A407 E. Fort St., Detroit, Mich. 


Investment very small. Let us explain about this profit- 
Write today! 


















Strength—S peed—Stamina 
—that’s what you sell 
in a Lenox Cutter 


New hods in pering and® 





provements in design and balance 
—better fitted to the hand—abse- 
lutely modern in every particular— 
a cutter that gives customer satis- 
faction and dealer, profits. Order 
your stock teday while it’s in your 











mind. 
One of the American Saw & Manufacturing Co. 
products — By ov Springfield Massachusetts 
= 
ur ; , 
rw acre, of ‘The Tools in the Plaid Bar’ 
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BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 


RLY sorpering MY, 
al 





Sample free. 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 






















McKAY TIRE CHAINS 


are satisfying motorists everywhere because 
they're built to last. A steady year-round 
demand for McKays is bringing in worth- 
while profits for McKay Dealers in every sec- 
tion of the country. 


UNITED STATES CHAIN & FORGING CO. 
Union Trust Building, Pittsburgh, Pa. 





MCKAY TIRE CHAINS 


___ 





‘Simplex 
Screw Jacks 


Sell on Sight! 


Their Visible Screw, Stability, 
Workmanship & Duco Coloring 


Create Sales Appeal . 


Temp! eton, Kenly & Co. 
Si 


im plex Ley er Jacks, | 
Pipe P nate 
and Trench Braces 
have been famous 


Chicago, tIL U for Years 








Cotor 


is increasing enameled ware sales enormously. Vollrath 
dealers are making handsome profits on volume busi- 
ness with very moderate investments in stock. They are 
turning their stock from four to twenty times a year. 
They are doing this without any unusual sales effort. 
Write for full information. THE VOLLRATH company 
Established 1874, Sheboygan, Wisconsin. 








MASTER PLIERS 


Unbreakable — Guaranteed 


HE powerful compound leverage design means easier cuts, 
longer life, greater usefulness. 










Investigate the sales possibilities of 
Master Pliers. Order from your 
jobber. 






MASTER 
PLIER CORPORATION 


7328 Harrison Street, Forest Park, Illinois 








STRATTON!! 


For Small Tools, 

Utensils, Electri- woo 

Eeomrting, bot | HANDLES 
dried. Plain, or Enameled 


IN COLORS 
Stratton Mfg. Co., Stratton, Maine 





















ANCHOR BRAND 


CHISELS 


made in 


Eskilstuna 


SWEDEN 


JOHANESON, WALES "% 
& SPARRE, INC. 
imperters 
162 Chambers St. 
New York City 


Tol.: BARelay 0844 








ERS CUSHION TIRE 
























































AE_>» STORE LADDERS 
++} Insure perfect shelf service for a= Lh _ 
= — j line of merchandise. Deep tread steps, // hy f/ 
= § om gy spaced, with convenient full 
=~ Say length handholds on both sides of Yf 
——- ladder permit mounting or descending V/) 


with ease. Both hands free to remove 

or replace stock without danger of fall- , 
ing. Cushioned Tired Trolley and Truck Wheels elim- / 
—_ none and —— vibration. Erection as simple / 
B,C. Utilize small space. Make top shelves 

a available for stock urposes. One style— 
pty of design—nicely finished—any height ceil- 

ing. Thousands in use. Circular on request. 


me FEMYERS & BRO.co. 
/ ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 








se 
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Classified Opportunities 





Use the “Classified 






Classified Advertising Rates 
Opportunity Exchange Section 





ities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 


Each additional inch.............. 4.00 


Positions Wanted Advertisements 
50% off rates quoted 


Address your advertisements and replies to 








Set Solid, Minimum of 5 lines... .$3.00 


All Capitals, Minimum of 5 lines.. 4.00 
Each additional line... 80 


Average 10 words to a line 
Allow One Line for Keyed Address 










Discounts for Classified Advertising 
4 insertions, 10% ey © Camarines, 18% 
o 


tunities, 239 est 39th 
York City 


Harpware Aces is published each Thursday. 
Forms close Nine Days previous to date of 
ublicatio: 


Hardware Ase ae pe a 
Fr 








Remittance Must Accompany Order P 1D. 
Samples of merchandise, literature, catalo etc more than ordinary reforwarding postage should not 
Rae Gen on 


numbers. 








BUSINESS OPPORTUNITIES 


HELP WANTED 








For Sale 
A 50 Year Old Wholesale and 


Retail Hardware Business 


A large wholesale and retail hardware busi- 
ness located in a splendid Southern City with 
fine surrounding territory is offered for sale 
on a very attractive basis. It has been in con- 
tinuous operation for over 50 years and has 
been a consistent money maker. The owner 
is now unable to direct its affairs and is willing 
to sell at a sacrifice price. If you are prepared 
to handle a big opportunity and have at least 
$100,000.00 to invest, write for details. Ref- 
erences required. Address Box I-336, care of 
HARDWARE AGE, New York. 











CUTLERY IMPORTING BUSINESS 


Established six years—Factory and shipping connections abroad— 
Oatering only to highest class jobbing trade, Commodity: FRENCH 


COOK KNIVES. Approximate yearly business $15, large margin 
of profit. Ideal line to handle in connection with others. Amount 
required $8000.—Highest Bank and trade references. Address 


Box 1-337, care of HARDWARE AGE, New York. 








—~) 








GENERAL MERCHANDISE STORE IN CALIFORNIA doing a 
good business. Owner has other interests, reason for sale. Stock con- 
sists of hardware, paints, wall paper, electrical goods, plumbing supplies, 

etc. Chance of a lifetime for someone. Will invoice out $12,000. No 

a a no commission. Address Box I-344 care of HARDWARE AcE, New 
ork. 


HARDWARE, PAINT AND HOUSEFURNSHING STORE, in large 
Connecticut City, busy section, stock and fixtures about $7,000, good op- 
portunity for right party, good reason for selling. Address Box 1-343, 
care of Harpware Ace, New York. 








FOR SALE, TO CLOSE AN ESTATE, a hardware business, which 
will inventory about $8,000, located in Middle West manufacturing com- 
munity. Address Box 1-319, care of Harpware Acz, New York City. 


HELP WANTED 


EXECUTIVE OF BROAD EXPERIENCE WANTED BY A SUB.- 
STANTIAL BUILDERS’ HARDWARE MANUFACTURER OF NA. 
TIONAL REPUTATION. MUST HAVE HIGHEST QUALIFICA- 
TIONS AND SUFFICIENT ABILITY TO SUPERVISE AND CON- 








TROL MANUFACTURING, MARKETING AND GENERAL POLI- 
CIES. ANNUAL COMPENSATION _ $5,000 TO $10,000 AND 
BONUS. ADDRESS BOX I-338, CARE OF HARDWARE AGE, 


NEW YORK. 


YOUNG MAN WANTED WITH EXPERIENCE in —_ janitors’ 
and factory supplies in New York City. Salary and commission. One 
with following preferred. Address Box I-308, care of Harpware Acz, 
New York City. 





YOUNG MAN, UNMARRIED, between 25 and 30—a sticker—reliable 
—willing to take responsibilities—able to show initiative. Address Box 
1-342, care of Harpware Ace, New York. 


POSITIONS WANTED 








CAPABLE EXECUTIVE—Competent hardware man as buyer, mer- 
chandise or sales manager, familiar with mill supplies, housefurnishings, 
electrical, radio and auto supplies. Under 45 years of age. Well ac- 
quainted in the trade. 7 of references as to ability, character, etc., 
to parties interested. Address Box I-315, care of Harpware Ace, New 
York. 





YOUNG MAN 24 YEARS OF AGE, 6 years’ experience Wholesale 
and Retail Hardware and Sporting goods, good education, desires change 
with increased opportunities. Qualified to serve as buyer, salesman or 
accountant. Best references. Prefer city affording night school business 
training. Address Box I-339, care of Harpware AcE, New York. 





HARDWARE MAN 55 YEARS OLD, 23 years’ experience in retail 
store. Can take charge. Desires to make a change. Prefer, Pennsylvania, 
New Jersey, Delaware or Maryland. Address Box I-341, care of HARD- 
ware AcE, New York. 


SALES ACCOUNTS WANTED 











WANTED 


Sales Representation and Distribution, either or both. Builders’ 
hardware or specialty in Penna., New Jersey, Del. and Maryland. 
Ten syears experience, wide acquaintance among both Hardware and 
Archt. trade. Willing to take a product a missionary work. 
f'wo men comprises selling force. Past record given to prove pos- 
sible results. Have + located Phila. office and warehouse 
facilities. Address Box I-326, care of Hardware Age, 
New York City. 














SALES ACCOUNTS WANTED—National sales organization with 
branches in important cities desires to add several high grade lines selling 
to retailers and jobbers. Nationally known lines preferred, though no 
objection to introducing merchandise with merits. Our present connections 
know of this “Ad.” Address Box 1-290, care of Harpware AGE, New 
York. 





PRODUCING SALESMAN WITH 12 years’ experience and acquaint- 
anceship with leading jobbers in Middle West and Metropolitan District 
desires one or two substantial lines to represent on a commission basis 
in aforementioned territory. Address Box I-334, care of HARDWARE AGE, 
New York. 





MANUFACTURERS’ REPRESENTATIVE with large personal fol- 
lowing among retail and wholesale hardware trade in Indiana and Ohio 
is open for additional lines, preferably established. What have you to 
offer a Go-getter? Address Box 1-340, care of Harpware AcE, New York. 





MANUFACTURERS’ REPRESENTATIVE calling upon the jobbing 
and larger Retail Hardware trade of the Middle West States, with 
Chicago Headquarters, desires additional reputable line. If interested in 
procuring active and high grade representation, address Box I-291, care 
of Harpware Ace, New York. 








SALESMAN DRIVING TO CALIFORNIA wants line to handle there 
and enroute. Address Box 1-328, care of Harpware AcE, New York. 
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Classified Opportunities 











SALES ACCOUNTS WANTED 








class quality specialty or short line that repeats. Travel entire State 
thoroughly A car. Sear 2000 live retail accounts. Have traveled terri- 
tory 12 years. Am a reliable volume producer. C. R. VERTREES, 
Box 235, Peoria, Illinois. 





SALES REPRESENTATIVES WANTED 








THOROUGHLY SRP ERIENCED HARDWARE SALESMEN fo 


Suffolk County, Long Island, Westchester County, New York, and Susse> 


nty, New Jersey. Only "those having had previous wholesale hardwar: 
ana So ulmaame need apply. Address Box I-278, care of Harpware Act 
ew Yor 


SPECIALTY SELLING. Wanted for Illinois on commission a high 





SALES REPRESENTATIVES WANTED 


| 
| 





















SPECIALTY SALESMEN CALLING ON THE HARDWARE 
TRADE. We have a side line of a popular article used in every home— 
— 2 roar Liberal commission. CAMBRIDGE-WHEATLEY CO., 

ept. “* Covington, Ky. 





COMMISSION SALESMEN IN EACH STATE for manufacturer of 
band tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Ace, New York City. 








SALESMEN—Acquainted with hardware and housefurnishing depart 
ment buyers to cover States East of Chicago. Live wire and single with 
car preferred. Give full particulars in first letter and what is expected. 
Address Box I-335, care of Harpware Ace, New York. 














business. 


AGE is giving its readers. 


to increasing your profits. 


Are You Selling Your Share of Toys? 


When a dealer can sell more than $500.00 worth of Electrical Toys in a year and 
$9,500.00 worth of other toys, it demonstrates that there’s real money in the toy 


The story of this dealer’s success is typical of the practical help which HARDWARE 


A regular reading of the editorial and advertising pages of HARDWARE AGE will 
give you a background of selling knowledge which will contribute substantially 


Hardware Age, 239 West 39th Street, New York City 




















It looks as if 


tunities. 


“‘Class 





Sales Representatives Wanted 


In a recent issue of this paper under the classification of 
“‘Sales Representatives Wanted,” were twelve different adver- 
tisements for salesmen calling on the retail hardware trade. 


hardware salesmen, doesn’t it? 


And by this same reasoning it looks as if these concerns 
reckon that men know where to “go” to find these oppor- 


It’s a good paper that serves the trade “both ways,” isn’t it? 
Try it and see. Address— 


Hardware Age, 239 West 39th St.,New York 










hardware concerns knew where to “go” for 


ified Opportunities Section”’ 
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THE ADVERTISERS INDEX is published 









as a convenience and not as a part of the advertising contract. Wyrery care will be taken to index correctly. 
No allowances will be made for errors or failure to insert. 






























































Acme 
Wks. 


Aero 


Alliance 


American 
American 


American 


American 
American 
American 
American 
American 
American 


American 


American 


Art 
Atkins & 
Atlas 


Atomister 


Barney & 


Beardsley 


Beckwith 


Bernz Co 


Acme Shear 
White 


Addison-Leslie 
Model 
Alabastine Co. 


Alexander 


Allith-Prouty 
Allweather 


surance 


graph Co. 


Armstrong Mfg. Co 
Metal 


Tack Corp 


Babcock Co., The W. 
Baeder-Adamson Co. 
Bakelite Corp. 


Bassick C 


Beckley-Ralston Co. 


. Ine, 


Bissell Carpet Sweeper Co 
PME Ein 5 sh0edhovdewns 


Co 


Lead & 


Co. 
ce. 
Hamilton Institute. . 
Mfg. Co... 
Co 


Ventilator Co 


Almo Trading & Imp. Co 
Altorfer Bros. Co.. 

Aluminum Prods. Co......... 
Aluminum Wares Association. . 
American Chain Co........... 
American Flyer Co........... 
American Fork & Hoe Co 


Machine Co... 
Handle Co 
Mutual 
Co. ; 
National Co........ 


Gas 
Liability In- 
Ring Co 
Saw & Mfg. Co 

ee 
Sheet & Tin Plate Co 
Steel & Wire Co.... 
& Tele 


Telephone 


Weekly 


Ames Shovel & Tool Co... 

Animal Trap Co. of America 
Anti-Borax 
Arcade Mfg. Co 


Armstrong Bros. 


Compound Co 


Tool Co. 
Works... 
i Se = 


Corp 


B 
W... 


Berry, Inc 


oO. 


& Wolcott Mfg. 


Co., 


ee ee ee ae 
Beisser Key Machine Co 
Belfonte Steel & Wire Co..... 
Bemis & Call Co 
Bergman Tool & Mfg. Co 


Color 


133 


132 


Blaisdell Pencil Co 





Bluffton Slaw Cutter Co...... 

Bommer Spring Hinge Co.... 

Bosley Co., D. W 

Boston Varnish Co.. 

Boston Woven Hose & Rubber 
ee Pe ee 

Boucher Mfg. Co., H. E...... 

Bowen Products Co.... 

Brach Mfg. Co., L. S........ 


Brainerd Mfg. 
Brecher, August 


Bridgeport Chain & Mfg. Co. 


Bridgeport Hardware Mfg. Co. 
Bridgeport Screw Co 

Bright Star Battery Co 
Brown & Sharne Mfg. Co. .128, 
Brush-Nu Co. : 
Buffalo Wire Works Co.. Inc 
Bunting System, The 

Burgess Battery Co 

Burnley Battery & Mfg. Co.. 


Brush Co 
c 


ee 
Mfg. Co.. 
Co. 
Co. 


Co. 


Burton Boston 


Caldwell Mfg. 
Furn. 


Capital 
Carborundum 
Mfg. 
Chain Products 


Carolus 


Chase Brass & Copper Co 
ar 
Chevrolet Motor Co........... 


Cheney & Sons, 


Chicago Flexible Shaft Co.. 
Chicago Roller Skate Co.... 
Chicago Solder Co............ 
Chicago Spring Hinge Co... 
Chicago Toy Fair Association 
Chipman Chem. Eng. Co... 
Chromium Engineering Corp... 
Clarinda Mfg. Co 


Clauss Shear Co 


Clayton & Lambert Mfg. 


Clemson Bros., Inc 


Cleveland Stone Co., Inc...... 
Cleveland Wire Spring Co.... 
Cleve-Way Mfg. Co 
Clover Mfg. Co 


Coldwell Lawn Mower Co..... 


Coleman Lamp & Stove Co... 
Columbian Rope Co 
Columbian Vise & Mfg. Co.... 


Conestoga Corp. 


Congoleum Nairn, 
Conlon Corporation 
Consolidated Electric Lamp Co. 


Continental 


Screen Co...... 
Continental Steel Corp 
Cook Company, H. C 
Cook’s Sons, Inc., Adam 
Corbin Cabinet Lock Co....... 





P: 


Corbin, 


Corbin Screw Corp 


ey Corcoran Mfg. Co.... 


44 





Cortland Grinding Wheels Corp 
Crescent Tool Co.... 
Cronk & Carrier Mfg. 
& Seal Co 


Cyclone Fence Co........ 


D 


Mfg. Co... 


Day-Fan Elec. Co..... 
Dazey Churn & Mfg. Co.. 


Separator Co....... 


Co 


Crown Cork 


Daisy 


De Laval 
Demeo, Ine. .......+ 
Deming Co. : 
Detroit White Lead Works.... 


Devices Corporation 


Devoe & Raynolds........ or 
Diamond Calk & Horseshoe Co. 


a A OS | re rer 
Display Material Co. 
Disston & Sons, Inc., Henry.. 
Dixon Crucible Co., Joseph. 
Domes of Silence, Inc......... 
oo |” 
Dover Mfg. Co........... reg 
Duluth Show Case Co........ 
Du Pont de Nemours & Co., 
AS RTA es a yt 23, 
E 
Eagle Lock Co......... 


Eagle-Picher Lead Co.... 5 
Eastern Tool & Mfg. Co...... 
Eastern Tool & Mfg. Co. 
Eclipse Machine Co........... 
Edison Elec. Appliance Co.. 
ao” ee ae 
Eisenmenger, Willy 
Elastic Tip Co...... 
Electric Sprayit Co 


Estwing Mfg. Co..... prakeniies 

Evansville Tool Works....... 

a a 
F 


F. & N. Lawn Mower Co., The 
Fairbanks Co. 
Fairmount Tool & Forging Co. 
Fate-Root-Heath Co. 

Faultless Caster Co........ 


Favorite Stove & Range Co.... 
Federal Enam. & Stpg. Co.... 
Federal Washboard Co., The.. 
Flexible Steel Lacing Co...... 
Folsom Arms Co., H. & D. 

Forsberg Mfg. Co........ 

Foster Bolt & Nut Co 
ce ae re 
Frederick Co. 
Freed-Eisemann Radio Corp... 


French Battery Co 





138 


148 





G 


Freshman Co., Chas. . 
Gates Rubber Co., 
Gendron Wheel Co 
Fireproofing Co 


General 


General Wheelbarrow Co..... 


Geneva Mfg. Co.......... 
Getz Power Washer Co....... -- 
Gierling, Emil 
Gilbert & Bennett Mfg. 
Gilbert Clock Co.. Wm. L.... -- 
Gillette Safety Razor Co....... - 
Globe 
Good Housekeeping 
Goodell-Pratt Co. ............0. - 
Co.. 


Vacuum Bottle Co...... 


Goodrich Rubber 
The 
Grand Rapids Hardware Co... 


Granite State Mowing Machine 

Co. 
Green Co., The 
Greenfield Tap & Die Corp.... 2 
Greenlee Tool Co............. -- 
Griffin Mfg. 


Hamilton Beach Mfg. Co...... 
Hardware Age Catalog 
Harrington Cutlery Co........ 
Hatfield Rubber Works, Inc... 
Heller & Co.., 


Inc., 


Iienckels, Inc., J. A......+--- 
Powder Co.........- 
Prods., Inc 
Mfg. ee 
Spencer, Bartlett & Co 


& Bradsby Co.. 


Hercules 
Hercules Prods., Inc...... 
Herschel Co., 
Hibbard, 
Hillerich 
Hoeft & 
Holmes Products, 


Holzindustrie Stadtilm 


ROE 5 6)5 5: ' 


Hoover Co. 


Hoppe, Inc., 
Horton Mfg. 
Horton Mfg. Co 
Household Magazine, 
Huenefeld Co., E. 
OS ae a ee ee iy 
Hurley Machine Co........... 


Hiygrade Lamp Co............ 


The.. 


I 


Imperial Bit & Snap Co 
Independent Lock Co.......... 


Indianapolis Plating Co....... 
Indiana Rolling Mill Co 
Indiana Steel & Wire Co..... 4 
Seren O62 65. 5. 
International Silver Co 
Ives Co., H. 


International 
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INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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THE ADVERTISERS INDEX is published as a convenience and not as s part of the advertising contract. Every care 
No allowances will be msde for errors or failure to insert. 


will be taken to index correctly. 
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A Cold Chisel 
That Retains Its 
Tough Cutting Edge 


This Green Line Cold Chisel does more 
than cut—it retains its cutting edge. 
Guaranteed to stand up even when used 
on granite or cast-iron drain pipe. 


It’s made of a Special DROP FORGED 
Alloy Steel known as 


KILBORN STEEL 


—the toughest and most durable steel 
known. Finished in a beautiful green 
lacquer. 

Made in 24 different sizes, 3/16ths. to 
1% inches. We also make 13 other styles 
of Chisels in different sizes. 


THE GREEN LINE includes Punches, 
Box Hooks, Drills, Cold Chisels, Screw 
Drivers and many other tools all equally 
dependable. 


Send for Complete Catalog. 


THE KILBORN & BISHOP CO. 
194 Chapel Street, New Haven, Conn. 


Manufacturers of the 


“GREEN LINE TOOLS” 


Reg. U. 8S. Pat. Office 





You Can Fool Some 
of the People, etc.— 


But you can’t fool any- 
one with a box of poor 
quality, short weight 
tacks. There are too 
many of them. 


ATLAS 
Tacks & Small Nails 


Please every customer, every time 
a tack or nail is used. Full 
weight, honest count of quality 
tacks or small nails in every Atlas 
box. 


You take no chances, selling 
them. 


Order through your jobber. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 











DOMES of SILENCE 


are Nationally Advertised 


Being nationally advertised and well known 
makes them quick sellers. You're sure of a good 
profit, also. 


Ask your Jobber for Genuine 
Domes of Silence and look 
for the name inside of each 
dome. 


If your Jobber cannot sup- 
ply you—write us direct. 


We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES of SILENCE, INC. 
21 Pearl Street - - New York City 











HUNDREDS OF HARDWARE STORES 
Find Lawn Mower Sharpening Profitable 


These stores have come to realize that many 
first-class lawn mowers they sell fail to give 
good satisfaction simply because of improper 
sharpening. These dealers, by installing an 
IDEAL LAWN MOWER SHARPENER and 
sharpening the mowers themselves, render a 
much wanted service to their customers and 
make liberal profits themselves. 


$1.50 to $2.00 PER MOWER 
for 15 Minutes Work 


Any boy can operate the 
IDEAL. Slip the mower 
into the IDEAL without 
dismantling, make a few 
simple adjustments and 
in 15 minutes the mower 
is perfectly sharpened— 
every blade with a true, 
keen edge. The usual 
charge, $1.50 to $2.50 
per mower, is mostly 
profit. 


The IDEAL SHARP- 
ENER requires little 
space, operates from a 
light socket, and its first 
cost is extremely low. 


Write for prices and 
full information. 


THE FATE-ROOT-HEATH CO. 
901 Bell St. Plymouth, Ohio 


PLYMOUTH 


PRODUCTS 
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COIL CHAINS 


IN ANY PATTERN 
SIZE OR FINISH 





“BEAUTIFUL CHAIN” 


UCH was the expression of an old timer in 
the chain business upon a recent tour of 
inspection through our plants. 














He particularly commented on the quality of 
the galvanizing and remarked that such chain 
should sell itself— 


Well it does— 
Bulldog, Samson, and Hodell chain on all-steel, 
indestructible reels, in cases that build up into 
a multi-unit merchandising display, are fast 
selling numbers. 


















The convenience and display features are big 
items and the chain itself looks its quality. 







There isa type of Hodell Chain for every chain use. 






Ask your jobber about this 
quality line or write us direct 


“SHS SHAM PROVVETS £9 
4934 COOPER AVENUE -: CLEVELAND, OHIO 
Fstablished 1886 
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FEATURE TODAY 





eet the man who can help 
you meet Competition! 


SCENE: Any Hardware or Paint Store. 


DEALER: “That’s a dandy Wooster Brush display—thanks to your help— 
It’s a winner.” 


JOBBER SALESMAN: “Yes—and it’ll not only help your Wooster Brush 
sales, but it’ll help your paint sales, too.” 


DEALER: “Yep—from now on I mean to average one good brush with 
every can of paint this store sells.” 


This scene will occur in many Paint and Hardware stores through the 
cooperation of thousands of Jobber Salesmen who are now receiving the 
latest Wooster bulletin on modern display methods. 


Good display is necessary today. Learn to depend on your Jobber Sales- 
man in matters of display. He gets around to hundreds of stores, sees 
the latest ideas and is always glad to help. Ask him to show you the latest 

7 a & ~~ yl a bristle 
Wooster bulletin on “open table” display, or write direct to The Wooster me loose. 
Brush Co., Wooster, Ohio, Sales Research Department. 
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THE WOOSTER BRUSH CoO. - WOOSTER, OHIO 


Specialists in the Application of Surfacing Materials for 78 Years 


re “EVENING. bay Pee Popular 2 
= ‘ PRINTER ANTE, oC ae 


WoosTeR BRUSH 


The Nationally Advertised Paint Brush Line 
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